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Au opening stock special 
hor new. Deft loaders deft 


WOOD FINISH 
BAR TOP 


ALL THIS for only a he 


40x discount Dealer profit $15.06 
REGULAR PRICE... Display material and literature free...wt.40 Ibs. 


This /ow cost introductory assortment of Deft gets you Deft SEALS, PRIMES, FINISHES... dries in 30 minutes. No 


off to a flying start as a FULL-FLEDGED DEFT thinning, nothing else to use from raw wood to bar-top fin- 
ig : ish. THE COMPLETE WOOD FINISH IN ONE CAN, 
DEALER. This one package contains everything a and completely trouble-free. 


dealer needs to feature and sell America’s No. 1 In- Deft is continuously advertised nationally to homeowners, 
terior Wood Finish for PANELING. FLOORS painters, do-it-yourselfers, architects, builders, school indus- 
7 sas pes Si ss trial arts instructors and other groups interested in finer 
FURNITURE and CABINETS. wood finishing. F . 
Now is the time to join the many thousands of dealers from 
HB Worthwhile profit on a small investment coast to coast who enthusiastically endorse, feature and sell 
: Deft. Make friends, build business and profit handsomely 
HB Only one product to stock, four sizes with Deft Wood Finish. 
HB Prompt stock fill-in through 850 distributors nationally * INTRODUCTORY ASSORTMENT contains 2 gallons, 
MB One product to sell, does complete finishing job 4 quarts, 6 pints and 6 half-pints. 
HB Quick, easy sales, no long explanation FREE SALES AIDS... include Counter Display, Beautiful Birch 
i Beautiful lithographed shelf package Demonstration Panel, Quickie Cartoon Folder, Consumer Folders, 
; Window Decal, Architects’ ‘'Spec’’ Sheet and Price List. 
HB Wide acceptance... homeowners, professionals, 


do -it- yourselfers Order Opening Stock Special from your distributor 


MH Repeat business... once a Deft user, DESMOND BROS. 1826 w. 54th St., Los Angeles 62, Calif. 


always a Deft customer Factories: Alliance, Ohio @ Los Angeles, Calif. 
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So smooth a « 
All Roll...No Rock S day” 
vA 


EXTRUDED 
ALUMINUM TRACK 


LIFETIME 
NYLON ROLLERS 


SELF-LUBRICATING 
BEARINGS 


\) 
: } f VERTICAL 
V-GROOVE a yA — ADJUSTMENT SLOTS 
wea «wi 
. Pa , 


a HORIZONTAL 
ADJUSTMENT SLOTS 


simply reversing the hangers between outer and inner 
doors. This feature pays a bonus not only to your cus- 
tomer in fast, easy installation but to you by cutting 
your inventory, handling and sales costs. You never 
have to pass up a sale... Har-Vey’s 707 Series adapts 
to both 34” and 13%” doors—there’s only one set to 
handle and it virtually eliminates a stock shortage. 
However . .. there’s a Har-Vey line designed to meet 
any requirement and fashioned to satisfy the most 
discriminating buyer. Look for the Har-Vey name 
stamped on metal parts . . . your assurance of su- 
perior quality. 


designed to cut your 
inventory and sales cost... 
fashioned for the sales and 
profit-minded builder 


Har-Vey Sliding Door Hardware comes complete (in- 
cluding pulls and track) in one HandiPak . . . Har-Vey’s 
versatile 707 Series is just what your customer wants 

. it accommodates either 34” or 134” doors by 


‘These features make Har-Vey the answer fo your customer’s needs 


RIBBED STEEL, PLATED HANGERS = ADJUSTABLE NYLON DOOR GUIDES , SELF-LUBRICATING NYLON ROLLERS = COMPLETE IN ONE HANDI-PAK 


Unusually rigid, cadmium 
plated steel hangers have 
vertical and horizontal ad- 
justment slots for fast, easy, 
accurate alignment. 


Adjustable Nylon door guide 
eliminates scraping sounds 
...No grooving bottom of 
doors ... easy to install. For 
By-Passing 34” to 134” doors. 


Quality Nylon rollers with 
self-lubricating bearings pro- 
vide a lifetime of smooth, 
positive action door control. 


Comes complete in Handi- 
Paks. Contains everything 
you need for quick, easy 
installations. Includes pulls 
and aluminum track. 





for complete information write to... 


AMERICAN SCREEN PRODUCTS COMPANY 
General Offices: 61 E. NORTH AVENUE 
NORTH LAKE, ILLINOIS 


©1958 by American Screen Products Company 
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World's largest 
manufacturer of 
window screens 








Great new branch 


on our 


family tree 


WESTVACO FLAKEBOARD 


Westvaco Flakeboard is a new, high-quality core and 
veneer material made of uniformly sized flakes of 
tough, virgin wood in a multiplaten process. Because 
it is so smooth, strong and even-textured, it offers 
wood users new opportunities for design—and profit. 

In making Westvaco Flakeboard, exceptionally 
sturdy modern resins are mixed with thinly cut aspen 
flakes—and are literally homogenized with them! 
Westvaco Flakeboard is completely and easily workable 
with all the usual woodworking tools. It is exceptionally 
tough in its resistance to warping. 


AVAILABLE NOW in a range of thicknesses from 34" to 114": 


COREBOARD — for sliding closet doors, plastic laminate sink and 
counter tops, interior paneling (beautiful new surface even without 
veneer). 


PHENOLIC PAPER OVERLAY —store fixtures, island displays 
and bins (Westvaco Flakeboard takes paint perfectly). 


BIRCH VENEER— kitchen cabinet doors, interior paneling, 
sliding doors (perfect surface for stain and lacquer). 


For a liberal sample, ask your West Virginia salesman, or write: 


Building Boards Division 


WEST VIRGINIA PULP AND PAPER COMPANY 


Tyrone, Pennsylvania / MUtual 4-1610 


Assure quick delivery and a full supply—place your order today. 
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Wholesaling On The Move 


Distribution Rock and Roll 
It's time now to begin moving away from dependence 
on price alone, says Editor Gordon Lawler. 


How a Merchandising Wholesaler Operates 
By laying groundwork for intensive selling, Hastings 
helps retailers do a better selling job. 


Deaier-Owned Wholesale Firm . 40 
This Indiana firm helps 130 retail dealers by aggressive 
merchandising, big-sca'e buying power. 
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serve Supply picture. 


How Service Beats Price 
Evans never asks for the order, never solicits a new 
account, always waits for an invitation to call. 


Wholesaler Helps Dealers Sell 750,000 Feet of Panels . 50 
Strong co-op promotion helps Michigan jobber set six- 
month sales record. 


Handyman Profits 


Do-it-Yourself Still Growing 
Exclusive American Lumberman marketing report shows 
products selling best, merchandising trends. 


How-To-Do-It Show Pulls 2,000 . Eee . 58 
Dealer stages four-day show, gets $2, 500i in cash salés, 
many good leads; will make it annual affair. 


Self-Service Mechanized Checkout ...... . 62 
Cash and charge sales departmentalized and totaled 
for quick reference; speedy service by buyers. 
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Punched Cards Save Time, Money ..... Cer 
Monthly financial statements become valuable manage- 
ment guide; here’s how the system works. 


New Facts on Modular Lumber 78 
There are 37 ways to load a 50’ boxcar, and 23 \ ways 
to load a 40’ car, using Modular Lumber System. 


Dealer's Trucks Are Rolling Billboards ..... . 82 
Low-cost ad space on sides of Pennsylvania. dealer's 
trucks proves sales-building investment. 


Departments 


Newscast New Equipment 
What's Happening ... . Sales Aids 

Pointers New Literature 
Editorial Page What’s New Coupon 
New Products Advertisers’ Index 





THE CHALLENGE OF ALUMINUM in building and what 
it means to you, the lumber and building material 
dealer and wholesaler, is described and illustrated in 
your AMERICAN LUMBERMAN & BUILDING PRODUCTS 
MERCHANDISER for September 1, 1958. More than 75 
editorial pages devoted to new distribution opportu- 
nities! 


























Order it with confidence... Sell it with pride 


MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY ROCKFORD, ILLINOIS 
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There’s money in America’s attics! 


Profit from new Barrett “Pentroom” promotion 


Plenty of people prowl around attics and never find 
anything worth-while. But Barrett, with a new idea 
which should appeal to millions of home owners, 
uncovers a new profit area for you. 

You and millions of prospects will see the first 
“Pentroom”’ in Better Homes and Gardens for October. 
There’s a full-color Barrett advertisement that illus- 
trates a simple 1-2-3 idea for changing an attic into 
a bright, family hobby room—a ‘“Pentroom’’—with 
Barrett Building Board and Plank, and “‘Barretone”’ 
Ceiling Tile. 
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The beauty of the “Pentroom”’ idea is the extra 
profits you get when customers call for Barrett 
“Pentroom” products to finish an entire room. 

Easily installed, Barrett ‘“‘Pentroom”’ products are 
made by the CHEM-FI process, which produces a 
stronger, smoother board with interlocking fiber 
strength. 

Get on the Barrett ‘“‘Pentroom’”’ bandwagon! Ask 
your Barrett representative about Barrett products 
shown in the Better Homes and Gardens ‘‘Pentroom”’ 
ad. And request helpful tie-in promotion aids. 


BARRETT DIVISION 


40 Rector St., New York 6, N.Y. 


Merchandise Mart, Chicago 54, III.; 36th 
and Grays Ferry Ave., Philadelphia 46, 
Pa.; 1327 Erie St., Birmingham 8, Ala.; 
323 South 67th St., Houston 11, Texas. 
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IS IT 
THE THINKING MACHINE 
OF AMERICAN BUSINESS? 


ONLY THE FRIDEN CALCULATOR CAN SAY “YES” 


€ LESS —for this reason: So automatic is the Friden 
en 


yi ee Wot - it performs more steps in figure-work 





Se es® iz , . e 
For Busi3y without operator decisions than any other 


calculator ever developed! 


You buy a calculator to get enlarged 
capacity for fast, accurate figure-work— 
a steady flow of automatic “answers.” 
That’s why the Friden Calculator’s top 
performance is basic to your business 
growth. Have a Friden Man show you 
the Friden doing payroll, inventory, in- 
voicing—any kind of statistics. Models, 
sizes, prices to meet every need. 





...Tape-Talk units that automate office paperwork routines 
by reading, writing, calculating with punched paper tape: 


COMPUTYPER® ¢ ADD-PUNCH® ¢ SELECTADATA® 
g FLEXOWRITER® ¢ JUSTOWRITER® ¢ TELEDATA® 
AUTOMATIC INPUT-OUTPUT MACHINE 
Natural Way Adding Machine « Friden, Inc., San Leandro, Calif. 
...8ales, instruction, service throughout U.S. and the world. 
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American Lumberman, August 18, 1958 


OUTLOOK FAVORABLE FOR IMPROVED LAST SIX MONTHS. 










Dealers generally anticipate that the last six months of 1958 will 
largely erase poor business experienced earlier in this year. 

The rapidly rising rate of FHA and VA activity reflects a drastically 
changed viewpoint by builders. Houses are beginning to sell once again, 
thanks to easier financing and a shift to lower priced homes by builders. 
Terms are also easier on conventional loans with a distinct softening on 
interest rates. 

A jam-up in VA and FHA processing is very evident. Staffs were cut 
during the decline in popularity of FHA and VA loans. It will take several 
months to bring staffs up to full strength. 































RUSH TO INCREASE YARD INVENTORIES. 


During the last 30 to 45 days retailers and wholesalers scenting an 
upturn have begun to build inventories back to normal. Not panic buying, 
but sensible purchasing to handle customers in a better buying mood. 

Some of the buying anticipates price increases during the next 30 days 
caused by new wage contracts at the producer level and the international 
situation. The end-result is busy mills and plants with few manufacturers 
crying the blues. 




































DEALERS SAY RECESSION HAD SOME GOOD EFFECTS. 






Talking with retailers across the country this week, a frequent comment 
was that the recession really brought to a head many changes previously kept 
on the shelf. Deadwood has been pruned away, including many obnoxious, 
shirt-tail relatives. Retailers are more active in remodeling, new home 
building. 

Recent months have firmed up resolution to control the sale regardless 
of the revival in home building. There is a growing understanding that many 
home builders run for cover during a soft market and have little under- 
standing of the word merchandising. In addition, many new building techniques 
are in the wind with their acceptance closely tied to pioneering by dealers. 


























HOME BUILDING RESEARCH SPURTING AHEAD. 


Preliminary details of the two research houses to be built by the National 
Association of Home Builders at South Bend and Knoxville this fall indicate 
top thinking on the swing to radically new components. 

Non-conventional sandwich panels will go into the South Bend home. They 
will have a foamed plastic core between exterior and interior finishes. Never 
before used for a home they were developed by Koppers Co. Formed concrete will 
be used for floors along with a new heat-duct distributor system. 

At Knoxville hardboard will be used as a basic structural material. Floor- 
ing will be African oak, only three-sixteenths thick, which is said to be 
Stable and economical. Complete details on both homes, along with sketches 
and photos will be published soon in this magazine. 









































DUROX PLANT TO BE BUILT IN ST. PAUL. 







Cellular gas concrete or Durox for the building industry will be produced 
in a new $1,250,000 plant at St. Paul. Invented and used in Sweden for 35 
years, the material is made from silica sand, lime and cement. When aluminum 
powder is added, the mixture rises like bread dough. The concrete will be 
produced under a franchise from the Swedish-American Institute. Durox plans 
eight warehouses in the midwest. 
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MASONITE 
Wakes the News 





2. Panelgroove®. Smooth with vertical grooves. 
Also Ridgegroove® with vertical striations, 


More variety of design brings you more} 


} 
Hh) 
} 


sales of MASONITE exterior panels | 


Your builder customer doesn’t have to settle for just one design in order to give 
his homes the many advantages of Masonite hardboard exteriors. 


You can sell him any of the handsome designs shown above—or a combination 
of them—to carry out the finished effect he wants. He will readily avoid “‘look- 
alikes’”” when he’s repeating a basic plan. And he’ll give his customers a solid 
value in exterior protection. 

And we do mean solid value. These knotless, grainless hardboards are really 
tough. They’re made of wood, but considerably denser. This high density min- 
imizes damage in application...makes them more resistant to surface injuries. 

They take and hold paint smoothly, beautifully...repainting is extra years 
away. Summer and winter, over the years, they put up a solid front against the 
weather. 

Ask your Masonite representative for a colorful, illustrated brochure 
describing Masonite” exterior panels in detail. Or write Masonite Corporation, 
Dept. AL-8-18, Box 777, Chicago 90, Il. 





GIVE IT THE HAMMER TEST! 


Place one of Masonite’s dense siding products on a flat surface. 
Hit it hard with your hammer... observe the results. Do you know 
of another house siding that can stand this kind of punishment? 


August 18, 1958, AMERICAN LUMBERMAN AND 








3. Lap Siding. 5. Tempered Presdwood”. 4’ x 8’ panels, 
With or without Shadowline wood strips, panels, siding or shingles. to use with battens. 





























Masonite’s research and product development depart- 
ments work hand in hand to bring you an ever-expand- 
ing line of exterior products. You can keep pace with 
the interest builders are showing in better exterior 
designs—at consistently good profits for you. 





turer of quality panel products. 
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ck Corner Bead 


a Performance Rating... 


You be the judge as to which or all of 
the following Bostwick expanded 
corner bead features are most valuable 
to you. Remember, your labor costs are 
8¢ per minute or more. 


Bostwick bead is straight and has no 
upshoots on the ends. You do not need 
to cut off the ends or do a makeshift, 
time-consuming job. The wings are full 


width. The small size of the openings 
and the number of strands speed driv- 
ing of standard-size bullets or nails. 
The heads won't likely slip through the 
mesh. It is important that the strands 
of the corner bead are plentiful and 
heavy—look at the chart below to see 
where Bostwick stands. 


COMPARE THE STRANDS 





Bostwick 
28 strands 
@ .o73' 


Mfg. B 
26 strands 
@ .o6é6'" 


Mfg. C 
24 strands 
@ .o63" 


Mfg. D 
28 strands 
@ .o63' 





Mr. Dealer: Contractors all over the United States are 
preferring Bostwick expanded corner bead to get 
beautiful plastering jobs. You can increase your repeat 
sales with it. Write for samples and prices today. 


THE BOSTWICK STEEL LATH CO. 





107 HEATON AVE. . 
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This complete line of 
wood windows gives us a choice... 


that’s why we prefer 






CASEMENT WINDOWS with slim mul- 
lions, exclusive, durable hardware, 
screens and year ‘round insulation. 
Available with divided or single 
lights in all standard opening sizes 
... Picture Window combinations, 










using standard sizes of Thermopane, 
can also be supplied. 




















4-WAY WINDOWS are amazingly ver- 







satile. Use the Single Sash Series to y "4 . 
form Awning, Hopper, or Case- 
ments as desired .. . the Two-Sash am |i 







Series for Awning or Casement in- 
stallations. Economical and _ practi- 
cal. Hundreds of combinations -/ i 
possible with both Series . . . fit ) 
any requirement. 
















DOUBLE-HUNG WINDOWS are avail- 
able in all standard modular sizes 
...and with various types of counter 
balancing ... fully weatherstripped. 
The ‘Remov-a-seal”’ has sash bal- 
ances and metal runways designed 
so sash can be removed or replaced 
instantly without tools for cleaning 
or painting both sides. Send TODAY for free detailed 
catalogs and name of nearest 
distributor. 
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FARLEY & LOETSCHER MFG. CO., DUBUQUE, IOWA | 





All QUALITY BILT Windows are made of W’. Pine accurately manufactured and toxic Send complete information on 


treated for long life. Ask for QUALITY BILT Windows to insure getting the finest. 


2 





Casement Windows 4-Way Windows | 
Double-Hung Windows 


| 
| 
FARLEY & LOETSCHER MFG. CO, | ee ee 7 
| 
| 
| 










DUBUQUE, IOWA 
ENTRANCES * DOORS + FRAMES * SASH * BLINDS » CASEMENTS * SLIDING DOORS + SCREENS 
COMBINATION DOORS + STORM SASH * GARAGE DOORS + MOULDINGS 
INTERIOR TRIM * SASH UNITS * LOUVERS + KITCHEN CABINET UNITS 
CABINET WORK » STAIRWORK « DISAPPEARING STAIRS « “FARLITE’ LAMINATED PLASTICS 9 Loo 
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Syruce up hones 
¢f x MAIL BOXES 


MACKLANBURG-DUNCAN CO. 


BOXES 


Choice of 5 gorgeous color combinations! 
Never rust, tarnish or need polishing. 


es 





] 


pa 


No. GB-500 Gold 
Lid on Black Box 


xX 
i 


« 





FREE engraved 
. name plate 

eoecccecce ocecescoees available with 

every box! 


Here's a sales feature you can really talk 

about! As shown above, a blank name 

plate is attached to the face of each box. 

Inside the box is an order blank and an 

envelope. Your customer can get his name 

engraved Free on the name plate by send- 

ing the order blank and the plate to us in 

No. BB-502 Black the envelope provided. We'll engrave the 
Lid on Black Box plate and mail it back to your customer. 
No work involved for you, but we tell 

eeoeccccecas- @eee your customer the plate is engraved 
through special arrangements with you. 


4 
\y No. BG-50] Black 


Lid on Gold Box 


@eeeeeee - 


\ i EXTRA-LARGE SIZE 


\ Sigh 13” wide, 8%” high, 6%” deep 
et a MADE OF HEAVY GAUGE 

. ALUMINUM— 

3 SOLID CONSTRUCTION 


! 
\ } 
| ‘ MAGAZINE HOLDERS AND 
NJ No. AA-S04 Ano- SCREWS FOR INSTALLING 
dized Aluminum INCLUDED 


Lid on Aluminum 
Box 


BUILDERS For highest quality and DEALERS Order today! Yor order 


, : -D products are fast 
dependability always specify sae shipped promptly! All nite . 
Sold by hardwore lumber and building svP- sellers, nationally advertised. 


ply dealers throughout the country! 


\) 
No. GG-503 Gold 
Lid on Gold Box 





YOrUCE Ufo WIT)? ,., 
in ANODIZED ALUMINUM 


MAIL BOXES 


Here's the answer to your customers’ (Above) No. GB-700 Gold lid on 
demand for a big, roomy mail box. black box 
(Right) No. BB-702 Black lid on 
black box 


SIZE 
16%” wide 


No. BG-701 Black lid on No. GG-703 Gold lid on No. AA-704 Anodized 8%" high 
gold box gold box aluminum lid on 6%” deep 
i) aluminum box. 


SOSHSSSHSSSHSSSHSSHSSSSSHSHSSSSHSHSSSSHSSSSSSSSSSSSSSSSSSSSSSSOSSESSESSESSESESE 


(md) Rirce 


MAIL BOXES 


Made of extra heavy gauge aluminum. 
Lifetime finish. Meets govt. specifications 
for No. 1 size. 3 anodized finishes. 


ALBRAS 
Sale } Permanent 
ALBLACK — Per- ALBRIGHT — Per- Sa Anodized 
manent Anodized manent Anodized Permanent natural ; brass color. 
black color. chrome bright. aluminum finish. , 


A; MAIL BOX 
HOLDERS 


Here’s what every rural mail box 
needs. M-D Mail Box Holders fit all 
standard rural mail boxes. Sturdyl 
Rust-proof! Easily installed. 


12” metal 


2 


MACKLANBURG-DUNCAN CO. &= 


BOX 1197 +* OKLAHOMA CITY 1, OKLAHOMA 





There'll be new 
construction 
here... 


WILL YOU KNOW ABOUT IT IN TIME? 


This could be right in your area. In that case, you’d want 
to know: What’s going to be built * Its exact location * 
Who’s going to design and build it * When the bids will be 
due * Who’s bidding. 

Dodge Reports are the surest way to get regular, up-to- 
date answers to questions like these. They provide you a 
way to locate and carefully select jobs, to pin down con- 
tracts and lift up profits. 

With Dodge Reports, you don’t spend time chasing down 
rumors. You don’t spend time making fruitless solicitations. 
You concentrate on active business — all active business. 
Dodge Reports insure that you won’t overlook many a 
profitable business opportunity — even from a source you 
rarely contact. 


F. W. Dodge Corporation, Construction News Division, Dept. 2088 
119 West 40th Street, New York 18, N. Y. 


I want to know how to get more new construction business. 
Please let me see some typical Dodge Reports for my area. I am 


interested in the markets checked below: 


] House Construction | General Building 


_] Engineering Projects (Heavy Construction) 
Area 

Name 

Company 


Address 
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Dodge Reports cover every local market in the 37 
Eastern states. To make it possible for you to receive the 
kind of information you need in time to take action, over 
a thousand trained Dodge news gatherers make regular 
calls on more than 138 thousand established sources of 
information, and many thousands of others who come into 
the market only once, or infrequently — over 2 million per- 
sonal calls and 12 million phone calls per year. 

Send today for “Dodge Reports — How to use them effec- 
tively.” This booklet includes the famous Dodge Specifica- 
tion Form, which helps you define the kind and size of 
work you can handle best, in the area which you can cover 
most profitably. 


Dodge Reports 
For Timed Selling to the Construction Industry 
PR 
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When you feature Weyerhaeuser 4-Square Hard- 
boards, you tap a broad market filled with an endless 
variety of profitable selling opportunities. 

For construction requiring a board with super- 
strength and durability, recommend Tempered Wey- 
tex* to your builder and contractor customers. Ideal 
for many exterior purposes, specially-treated Tem- 
pered Weytex is weather and moisture resistant. 
Panels available in sizes and thicknesses to fit a wide 
range of needs. 

New opportunities in big-volume remodeling sales, 
as well as in new building, are created by Standard 
Weytex*, 4-Square Perforated Board (Tempered or 
Standard), and Weylite*—a lower density, lower cost 
panel. These hardboards are all produced by a unique 
dry-process method . . .“‘air-felted” to provide thor- 
ough interlacing of fibers in all directions. This results 
in a flat, stable, easy to work Hardboard, with a 
smocth surface that takes and holds all types of finish. 

For industrial, commercial, farm and home build- 
ing, sell the line that assures you a bigger share of the 
expanding Hardboard market . . . improved Weyer- 
haeuser 4-Square Hardboards! Write for samples. 
*T.M, Reg. 


Weyerhaeuser Sales Company 


First National Bank Building « St. Paul 1, Minnesota 


BUILDING PRODUCTS MERCHANDISER Circle No. 11 on Coupon, page 80 





Your builder customers know: 


Public confidence in the 


CELOT EX brand name 


REG.US. PAT.OFF, 


helps sell homes! 





So:familiar to millions, the good “known name” of 
CELOTEX on every sheathing board is visible proof 
of quality construction .. . in every price range... 
and your builder and contractor customers know it! 


Pre-sold through a third of a century of national ad- 
vertising and product performance, the name 
CELOTEX on Insulating Sheathing helps build your 
reputation for quality products ... helps your cus- 
tomers sell more homes, faster! 


Double waterproofed and impregnated types in a variety of sizes and thicknesses. 


NEW! Yo" High-strength STRONG-WALLt SHEATHING. 
» Exceeds FHA standards, without corner bracing. 


A FAMOUS LINE OF NATIONALLY ADVERTISED QUALITY BUILDING 


A Celotex ‘‘Plus’’ 


; 
: Fite of Brding Gusraiet : y ; ‘eae S 
C ff Rie Fusulating Sheathing \~ : our home-builder customers get this “Life-of- 
Bit . a Building” guarantee to give every buyer. Indicates 
er tree — 4 quality construction throughout... helps close more 
RSs ed Sg sales. Also, attractive folder with builder's name im- 
printed, free. Your Celotex representative will show 


LOTEX 


REG.US. PAT.OFF, 
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PRODUCTS... pre-so/ld over a third of a century! 


TrrRADE MARK *REG U.S PAT OFF 


INSULATING SHEATHING ¢ ASPHALT ROOFING ¢ MINERAL WOOL «¢ FLEXCELL* 


PERIMETER INSULATION AND EXPANSION JOINT FILLER * INSULATING ROOF SLABS 
HARDBOARDS « 


HUSH-TONE?t CEILING TILE * CELO-ROK* GYPSUM PRODUCTS « 


INSULATING SIDING *« CEMESTO* STRUCTURAL INSULATING PANELS * AND OTHERS 


INSULATING 


SHEATHING 


CHICAGO 3, ILL. 


THE CELOTEX CORPORATION °* 120 S. LASALLE ST. °* 





NEW! 


CELOTEX 


INSULATING 
BLANKETS 


LIGHTER! 
MORE RIGID! 
yet 


MADE TO MEET 
ASH&AE* 
STANDARDS 


*The American Society of 
Heating and Air-conditioning 
Engineers stipulates that den- 
sity of mineral fiber blankets 
(whether glass, slag, or rock) 
must fall between 1.5 and 4.0 
Ibs. per cu. ft. to meet its pre- 
scribed insulation values. 
All CELOTEX blankets are 
made well within this range. 


Your customers count on you 
to carry products that meet 
this and other important spe- 
cifications. When you feature 
CELOTEX mineral fiber blan- 
kets, you can guarantee top 
quality performance and 
satisfaction. 

Regular or Reflective Types 

All Thicknesses 


HANDY RIP-TAB 
Lays bag open, end to end, for 
quick, easy removal of blankets. 
Prevents damage. 


FREE SALES HELPS 
Displays, booklets, enclosures, 
streamers, samples, ad mats. 
Ask your Celotex representative! 


ANOTHER 
CELOTEX 
PRODUCT 
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OFFER YOUR BUYERS 
BUILT-IN 
WINDOW PERFORMANCE 











HE MODERN LIF-T-VIEW STYLE 
pl AR 


\ Lo 


Build repeat business by demonstrating 
and recommending R-O-W Removable R: j 
wood windows. 


The built-in performance features of R-O-W 

windows can be demonstrated convincingly. 

Beautifully balanced with R-O-W LIF-T-LOX, \. —— \@ 
they lift out immediately for safe and easy %, Oo 
cleaning. Spring-pressure weather seal is built in, (8) win? 

too. No other windows can match the built-in 

performance of R-O-W Removable wood windows. wit 


LIF@Lox. 


 __eere a 


R-O-W and LIF-T-LOX are the registered 
trade-marks of the R‘O°W Sales Company 





ReOeW SALES COMPANY °* 1337 ACADEMY + FERNDALE 20, MICHIGAN 
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Producers Council to Probe 
Distribution Inefficiency 


The growing concern of building 
products manufacturers over efficien- 
cy in their distribution systems is the 
main theme of the 37th annual con- 
vention of Producers’ Council, Inc., 
Sept. 17-19, at the Dupont Plaza hotel, 
Miami. 


“For several years at our annual 
meeting we have concentrated atten- 
tion on various aspects of the distri- 
bution process—marketing research, 
sales promotion and advertising. Now 
for the first time we will explore the 
whole broad topic. Speakers will dis- 
cuss channels of distribution, cost 
analysis, warehousing, transportation, 
risk management and changing from 
traditional distribution patterns,” said 
Council president Fred M. Hauserman 
of Cleveland, Ohio. 

Serving as program chairman for 
the “Dynamics of Distribution” con- 
ference is the group’s former presi- 
dent, James M. Ashley, director of 
public relations, Libbey-Owens-Ford 
Glass Co., Toledo, Ohio. 


A permanent Distribution Study 
committee has been established by 
the Producers Council under chair- 


Boost Green Fir Prices 

Prices on key green fis lumber 
items have risen $2 a thousand board 
feet at northwest mills and are the 
highest since mid-August, 1957. Good 
grades of green fir 2 x 4s are bringing 
$61 a thousand board feet at mills 
compared with $59 two weeks ago. 
Green fir studs, 2 x 4s, 8’ long, are 
bringing $58 a thousand board feet 
at the mills. This is $3 above the price 
at the end of June and the best price 
rise since early May. The late rally in 
July is significant in that it is the first 
time since 1952 that prices have gone 
up in July on good grades of 2 x 4s. 
From the Markets 

SAN FRANCISCO—Northern Cal- 
ifornia’s white fir market is very ac- 
tive, reports Jack Ford of San Fran- 
cisco’s Tarter, Webster & Johnson 
and prices have firmed considerably 
in recent days. “More inquiries have 
been received on standard and bet- 
ter,’ Ford declares, “in the last few 
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manship of Robert W. Lear, Ameri- 
can Radiator & Standard Sanitary 
Corp., New York. Committee mem- 
bers include John McKay of Johns- 
Manville Sales Corp. 

(For comment on the convention 
theme of the Producers’ Council, see 
the American Lumberman editorial 
this issue, “Rock-and-Roll Distribu- 
tion.”’) 





National Buildng Code 


The American Standards Association 
is considering development of a na- 
tional standard building code for one 
and two-family houses, according to 
Cyril Ainsworth, deputy managing di- 
rector. 

A conference on September 9 to dis- 
cuss the problems involved was called 
at the request of 14 national organiza- 
tions including the Building Research 
Institute, the National Retail Lumber 
Dealers Association and the National 
Association of Home Builders. 











SIDING COMBINES PLYWOOD AND LUMBER—Featuring a tough phenolic-resin 
overlay surface which provides vapor-barrier and eliminates paint blister, check and 
peel, the new GPX Yellow Bevel siding above is said to retain advantages of both 
plywood and lumber, according to Georgia-Pacific Corp., Portland, Ore. G-P re- 
searchers said that a plywood core prevents splitting even though nails are driven 
VY,” from edge. Solid lumber beveled backing gives flush contact to studding or 
sheathing—no cupping or warping problems, says the maker. GPX Yellow available 
in 12” and 16” widths, 8’ lengths, packaged 8 or 6 pieces per carton. 


/LUMBER PRICES.,,, 


days than in the past three or four 
weeks and we face the delightful pros- 
pect of not being able to keep up with 
orders.” 

No. 4 pine common is good and 
No. 3 and btr is moving, but not at 
satisfactory price levels. Although 
2 x 4 btr grades are bringing $68 to 
$69, there is considerable price vari- 
ation in other grades and sizes. 

Georgia-Pacific Corp. announces it 
has raised its sanded fir plywood pric- 
es. Price of the bellwether %4”-thick 
grade is boosted to $76 a thousand 
square feet, with other sanded 
grades and thicknesses raised propor- 
tionately. 


TACOMA—Recent gains in ply- 
wood prices have maintained their 
level despite little increase in demand. 
The prolonged dry period has resulted 
in several shut-down orders. The lone 
shingle mill still operating here has 
shut down as a result of the Pacific 


Northwest shingle weavers’ strike, 
which affects some 70 plants in Wash., 
Ore., Mont. and Ida. Company offi- 
cials said, however, that all shingles 
manufactured prior to the strike were 
shipped by rail and truck, so there is 
little inventory on hand. 


SEATTLE—A potentially danger- 
ous forest fire situation in the Puget 
Sound area has resulted in many clo- 
sures of mills and camps and no relief 
is in sight. The past fortnight has 
seen demand for lumber increase. 
Kiln-dried stuff is firm at $80, having 
advanced from $60. Green fir dimen- 
sion is up $2. Hemlock is steady at 
$52. Pine lumber is steady. Shingles 
will go higher because of a strike. 
Shingles are selling at $9.15 and 
$9.20. Plywood is firming, selling at 
$72 to $74. Cedar siding is steady 
and will probably advance. Spruce 
and pine have steadied and the out- 
look is that prices will go higher. 
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40% Expansion, Prefab Panels 
Predicted for Gypsum Board 


Production of gypsum board in 
1965 should be 40% above current 
levels, said H. Dorn Stewart, president 
of the Barrett Division of Allied 
Chemical Corp., during a press tour 
of Barrett’s new automated board 
plant at Edgewater, N. J. 

With half of all homes built today 
using gypsum board for interior wall 
surfaces, he said, this will mean that 
in 1965 almost 70% of new homes 
will make use of dry wall construc- 
tion. 

Inspection of the plant was made as 
it is now reaching production capacity 
of 800,000 square feet of finished 
board every 24-hour period, said 
Stewart. Dealers in New Jersey, Long 
Island, southern New York, Connecti- 
cut and nearby points in Pennsylvania 
are receiving shipments from Edge- 
water. 

Prefab partitions. Looking into the 
future, the Barrett executive said 
that his company is considering pro- 
duction of prefab gypsum partitions 
for nonload-bearing walls which 


would consist of three fabricated lay- 
ers of gypsum board and would need 
only painting after installation § or 
could be supplied with a fabric treat- 
ment to meet decorative require- 
ments. 

Other prefab walls being considered 
would consist of various combina- 
tions of gypsum, fiber board and 
plastic produced by Barrett. Stewart 
said that the prefabbed walls would 
be substantially thinner than the stand- 
ard 4” walls in use today in commer- 
cial buildings, but they would provide 
improved decibel loss and fire protec- 
tion. Lower costs would result from 
speedier construction made possible by 
the prefabbing, he said. 

Total production for the industry 
last year was 6.6 billion square feet 
of board, Stewart said. Based on 
Stewart’s predictions, production in 
1965 would be 9 billion square feet. 

Barrett entered the gypsum busi- 
ness in 1956 with acquisition of the 
Newark (N. J.) Plaster Co. 


South Texas Lumber Sold 

Robert E. Hornberger of Houston 
and Dallas has announced purchase 
of South Texas Lumber Co. of Houst- 
on and its properties in 16 Cities. 
Hornberger has been named president. 
Present personnel will be retained, he 


said. 


Forms New Corporations 

Gates Sons, Inc., Denver, Colo., de- 
signers and manufacturers of concrete 
forming systems and accessories, recently 
formed two subsidiary corporations 
Gates Sons of New York, Inc., presently 
located at 34 McKinley St., Rochester, 
N. Y., and Gates & Sons of Washington, 
Inc., E. 3003 Courtland Ave., Spokane, 
Wash. 


$1,188 Retail Sales 
Per Person in U. S. 

The civilian population of the 
United States spent an average of 
$1,188 per capita in retail stores last 
year, the Census Bureau has an- 
nounced. Total retail sales for the 
year amounted to $200,022,000,000. 





MODEL FARM BUILDING uses fiberglass in roof and wall areas, helps keep 


interiors well-lighted and sanitary. 


New Gov't. Standards, Price Cuts 
For Fiberglass Reinforced Panels 


Three factors make fiberglass a 
more saleable product than a year 
ago, according to George R. Huis- 
man, chairman, Fiberglass Rein- 
forced Panel Council and vice-pres- 
ident of manufacturing for the Fi- 
lon Plastics Corp. 

It is one of the few building 
products that have come down in 
price, Huisman told American 
Lumberman. In 1957, reinforced 
plastic panels sold at 72 to 75¢ per 
square foot. With quality control 
even more effective than a year 


ago, the average price is 68 to 72¢. 

Even more important, perhaps, 
is a new commercial government 
standard which covers General 
Purpose Type I and Fire Retardant 
Type II panels. Dimensional and 
quality requirements are identical 
for both types; they differ only in 
rate of burning and resistance to 
weathering elements. 

Each panel meeting the standard 
will bear a load of not less than 
175 pounds and a transverse load 
of not less than 225 pounds per 


foot of width. The minimum aver- 
age bearing load is set at 225 
pounds. 

The new government standard 
assures the uniformity of panels of 
a designated light transmission val- 
ue by restricting variations to a 
plus or minus 5%. The standard 
also establishes limits in variations 
in weight per square foot, thick- 
ness, squareness and the pitch and 
depth of corrugations. 

The third factor, which is in- 
creasing fiberglass sales, is the di- 
versification of uses, said Huisman. 
Patio roofs and awnings were 
among the first uses, then came 
roofing for carports. New markets 
are fiberglass panels for skylight- 
ing and luminous ceilings, door 
panels, room dividers and fencing. 


NEW USE for reinforced plastic is in 
fencing, which is rust-proof, shatter- 
proof, and will withstand extremes 
of heat and cold. 
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Baker to Keynote NRLDA Convention; 
Sales Seminars for Each Day 


Melvin H. Baker, chief executive 
and chairman of the board of Nation- 
al Gypsum Co., will sound a call for 
revitalized salesmanship at the “kick- 
off” breakfast on Saturday, Nov. 22, 
opening day of the fifth annual Ex- 
position of the National Retail Lum- 
ber Dealers Association in Chicago. 

in announcing the keynote address 
for the national dealer convention, 
program chairman Deyo W. Johnson 
said: “Certainly no man in our in- 
dustry better exemplifies the virtues 
of good salesmanship. Melvin Baker’s 
background of eminently successful 
merchandising experience makes his 
address at this first meeting of our 
1958 Exposition most timely, and one 
that no sales-minded dealer will want 
to miss.” 

Lumber dealer Johnson also an- 
nounced eight discussion programs for 
the four-day Exposition, Nov. 22-25. 

Subjects will include — personnel 
management; creative salesmanship; 
merchandising kitchens and related 
items; how to sell more home im- 
provements; case histories of success- 
ful competition against prefabs; how 
to step up sales to farmers. Walter 
E. Hoadley, Jr., chief economist for 
Armstrong Cork Co., will present his 
view of what’s ahead for the building 
materials industry. 

Duncan S. Briggs, Oneonta, N.Y. 
dealer, has been named discussion 
leader for the clinic on dealer mer- 
chandising of home improvement and 
specialty items. “What we are trying 
to accomplish is to show how to dig 
to uncover new sales opportunities,” 


NRLDA Exposition to 
Cut Costs in Material 


Unmechanized 
lumber dealers 
will be able to 
see the cost-sav- 
ings potential of 
mechanization in 
full-scale demon- 
strations and get 
specific questions 
answered on any 


phase of materials 


eonard Koenen = handling at the 
NRLDA 1958 Exposition in Chicago, 
November 22-25, according to Leon- 
ard S. Koenen, Mayfair Lumber Co., 
Chicago, chairman of the materials 
handling committee. 

Of major interest, he said, will be 
the Materials Handling Information 
Center. Here dealers will be able to 
visit “sub-centers” dealing with stor- 
age buildings, warehouse layout, yard 
layout, rail shipping problems, out- 
door storage, etc. 

A series of 


- 


individual handling 
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TOP SPEAKERS—Melvin H. Baker (I.), 
National Gypsum Co. and Walter E. 
Hoadley, Jr., Armstrong Cork Co. 


said Briggs. 

All sessions are scheduled as break- 
fast meetings at the Conrad Hilton ho- 
tel, with the exception of the Sunday 
program which will be held at the 
Saddle and Sirloin club ballroom ad- 
jacent to International Amphitheatre 
where the Exposition Hall will be lo- 
cated. 

Executive secretaries of eight state 
and regional dealer associations are 
assisting the Exposition committee as 
program managers. These are Theo- 
dore I. Hunsaker, Lumber Trade Asso- 
ciation of Cook County, Chicago; Ed- 
win F. Sembell, Illinois Lumber and 
Material Dealers; Jack Pomeroy, Lum- 
ber Merchants of Northern California; 
Horace W. Pierce, Northeastern Retail 
Lumbermens; Robert L. Craft, Indiana 
Lumber and Builders Supply; G. Ken- 
neth Milliken, Southwestern Lumber- 
men’s; Donald J. Moe, Michigan Re- 
tail Lumber Dealers and Charles E. 
Benson, Ohio Retail Lumber Dealers. 


Show How to 
Handling 


demonstrations, one at a time, will 
show operating methods used by 
many dealers, large and small. Un- 
loading of unitized lumber cars in 
which units are both 2’ and 4’ wide 
will be a feature of the program. 

Clinics and forums on materials 
handling are also scheduled for the 
Exposition, which will be staged at 
the International Amphitheatre. 

For additional information on the 
Exposition contact your regional fed- 
erated association or write NRLDA 
Exposition, Suite 302, Ring Building, 
18th and M streets, N.W., Washing- 
ton 6, D.C. 


Gov’t. Timber Sales 

The U. S. Forest Service has of- 
fered for sale 268 million board feet 
in Gifford Pinchot National Forest, 
Washington State, as a compromise 
solution to a timber dispute involving 
50 lumber companies. 


1959 Lumber Dealer 


Convention Schedule 


OCTOBER 1958 


19-20, Oklahoma Lmbrmns Assn., 
Aud., Okla. City 


JANUARY 

12-14, Kentucky, Kentucky Hotel, Louisville 

20-22, Northwestern, Minneapolis Auditori- 
um, Mpls. 

25-28, Southwestern, Kansas City, Mo 

26-28, Northeastern, Statler Hotel, N. Y 


FEBRUARY 

3-5, Michigan, Civic Auditorium, Grand 
Rapids 

4-6, Middle Atlantic, Chalfonte Haddon Hall, 
Atlantic City 

4-5, South Dakota, Sioux Falls 

5-7, Intermountain, Hotel Utah Motel, Salt 
Lake City 

10-12, Illinois, Sherman Hotel, Chicago 

11-13, Mountain States, Shirley Savoy Hotel, 
Denver 

11-12, Western Penna., Penn Sheraton Hotel, 
Pittsburgh 

17-19, Western, Olympic Hotel, Seattle 

17-19, Wisconsin, Milwaukee Auditorium, 
Milwaukee 

18-20, Virginia, Roanoke Hotel, Roanoke 
(no exhibits) 

18-20, Nebraska, Omaha 

24-26, Carolina, Columbia Township Audito- 
rium, Columbia, S. C 

24-26, Ohio, Veterans Memorial Bldg., Co- 
lumbus 


MARCH 

1-3, North Dakota, Fargo, N. D 

3-5, Indiana, Murat Temple or Fairgrounds, 
Indianapolis 

5-7, West Virginia, Hotel Pritchard, Hunt- 
ington (no exhibits) 

17-19, Iowa, Veterans Memorial Auditorium, 
Des Moines 

17-19, Louisiana, Jung Hotel, New Orleans 

29-31, Tennessee, Memphis (exhibits) 

Mar. 30-Apr. 2, Independent, Hotel Raddis- 
son,, Minneapolis 


APRIL 


5-7, Montana, Fieldhouse-Montana State 
College, Bozeman 

7-9, Southern California, Ambassador Hotel, 
Los Angeles 

8-9, Arkansas, Little Rock (no exhibits) 

14-17, New Jersey, Haddon Hall, Atlantic 
City (no exhibits) 

16-17, Mississippi, Beuna Vista Hotel, Biloxi 

19-21, Texas, Ft. Worth Colosium 

19-21, California, Ahwahnee Hotel, Yosemite 
Natl Park (no exhibits) 

23-25, Florida, Miami Beach (no exhibits) 


Municipal 


REDUCES BRICK BREAKAGE 97°%,—New 
Brace-Fast rubber dunnage bags made 
by New York Rubber Corp., Beacon, 
N. Y., were used in a recent test ship- 
ment of face brick by the Des Moines 
Clay Co. to Alexandria, Minn., as a 
means of cutting losses. The brick was 
strapped in packs of 100, dunnage bags 
were placed at one end and the middle 
of the freight car and inflated to six 
pounds pressure. In transit bumps to 
brick were absorbed by the cushioning 
of bags; damage affected only 1 of 
1%, a saving of 97 to 98%, over earlier 
shipments to the same job. 
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WHAT'S HAPPENING 





Homeowners Want New Kitchens, Outdoor Living 
Areas, Painting and Windows Most, HIC Reports 


80,000 entries in Home Improvement contest tell their 


remodeling plans and hopes. Dealers now merchandising sec- 


ond phase of HIC’s year-long promotional contest. 


By tabulating the 80,000 entries in 
its “How’s Your Home” contest, 
which contained a lengthy question- 
naire for homeowners to express their 
home improvement desires, the Home 
Improvement Council has been able 
to document the types of remodeling 
projects which deserve attention of 
dealers today. More _ contestants 
(55.2%) expressed a need for kitchen 
cabinets than any other product cate- 
gory sold by the retail lumberyard. 

Nearly every question regarding 
“outdoor living” provoked warm re- 
sponse from the homeowners, accord- 
ing to the Council. More than half of 
the contestants said they either need 
or want an addition, enlargement or 
screening of patio, porch or other 
outdoor living area. More than 60% of 
the 80,000 had a high interest in new 
outdoor furniture, barbecue and rec- 
reation equipment. Close to one-fourth 
of all entrants wanted a swimming 
pool! 

Almost a third of the contest en- 


trants told HIC that they need infor- 
mation on home improvement. 

Second phase. Nearly 3,000 local- 
level members of the Home Improve- 
ment Council, including many lumber 
and building product dealers, are now 
engaged in promoting the second 
phase of the “Better Your Home” 
contest. 

Fifty-one prizes worth a total of 
$50,100 will be awarded at the con- 
test’s conclusion to homeowners, who 
complete a home improvement proj- 
ect in the period from January 1, 
1958 through June 30, 1959. Entrants 
are required to describe their project 
in 50 words or less and should include 
before-and-after photographs. Win- 
ner’s prizes are doubled if their entry 
forms are validated by local members 
of HIC, whose names will be for- 
warded by national HIC to contest 
entrants. 

Further information can be ob- 
tained from Home _ Improvement 
Council, 2 East 54th St., New York 
Ae ae 


Home Improvement Dream List 


(Percentage of 80,000 entrants 


in national 


Home Improvement Council consumer contest 
for specific project categories.) 


GROUNDS, OUTBUILDINGS 
1) Add, enlarge, screen outdoor living 
crea 
2) Add or improve garage, carport 
3) Lawn, lawn and gardening 
equipment 
4) Fences 
5) Sheltered route from car to house ....24.73% 
6) Swimming pool 
STORAGE SPACE 
1) Install, build more kitchen cabinets 55.20% 
2) Outdoor tool storage 
3) Space for hobbies power & hand 
ON i 42.60% 
4) Space for luggage, out-of-season 


5) Add, enlarge closets 

WALLS, CEILINGS, WORK SURFACES 
1) Paint 

2) Insulation 

3) Resurface, panel walls 

4) “Hang-up” wall material .... 

5) Acoustical ceiling 

6) Repair, replace plaster dry wall 
7) Wall acoustical material 
FLOORS 

1) Install living area carpet, underlay ..47.07% 
2) Carpet sleeping area 

3) Replace, refinish, overlay floor 


-+-34,90% 
-+-.30.40% 


27.67% 
21.13% 


SELUATOCCUUANAAGRAAAAN 111 width PP 
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WINDOWS, DOORS, SCREENS, ETC. 
1) Replace, repair windows, sills, frames, 
screens, storm sash 49.40% 
2) Weatherstripping, calking, storm 
sash 
3) Awnings, grid, overhang, baffle 
4) Add windows, doors for increased 
light, view 
5) Double-pane insulating glass 
6) Install basement doorway, windows 21.93% 
EXTERIOR 
1) Paint or stain 
2) New siding 
3) Modernize porches, remove trim 
ROOFS 
1) Chimney, flashing, curbing, gutters 31.07% 
2) Re-roof 
3) Roof or sunshade for outdoor living 
28.47% 


42.20% 


38.47 Y% 


ADDITIONS 

1) Increase family activity space ........ 45.00% 

2) Add bedrooms 

MISCELLANEOUS 

1) Built-in furniture 

2) COMPLETE INFORMATON ON 
FINANCING 

3) Wood preservative, termite control ..18.60% 

4) Room dividers 


HUAAAAUAALAA LAAN OANA EAA 


~ News Makers 


e Four appointments to executive 
level positions in The Celotex Corpo- 
ration’s Chicago headquarters are an- 
nounced by Meade M. Morris, gen- 
eral line merchandise manager. 

Three of the four appointments in- 
volve men who already had been as- 
signed to the Celotex Chicago office 
after field selling experience. Charles 
F. Buckland was named merchandise 
manager, Insulation Board-Hard- 
board Sales; James C. Whitney and 
William G. Lees were named mer- 
chandise managers in the Roof Insu- 
lation-Flexcell and Mineral Wool-In- 
sulating Siding sales departments, 
respectively, and Wendell L. Garrett 
has been transferred from the west 
coast district office in Los Angeles to 
Chicago to succeed Fred W. Lager- 
quist as merchandise manager, Roof- 
ing Sales department. 


¢ Leo V. Bodine, vice-president, tim- 
ber and lumber operations for the 
Diamond Gardner Corp., will also 
handle the managerial duties of the or- 
ganization’s New England lumber di- 
vision. The company’s retail opera- 
tions, as well as its timber and lumber 
operations, will be under Bodine’s di- 
rection. The New England division 
includes mills, yards and 29 retail 
stores. 


¢ Johns-Manville has announced a 
new Dealer Building Products sales 
department, which will give faster 
service to retailers, according to pres- 
ident A. R. Fisher. 

The new department, established by 
the J-M Building Products Division, 
is part of a realignment of the divi- 
sion. W. R. Wilkinson has been named 
general manager and J. A. O’Brien 
vice-president for sales. E. K. Clark, 
a veteran of 24 years in sales man- 
agement and merchandising, will head 
the new dealer department. F. E. 
Dutcher has been appointed assistant 
general sales manager of the depart- 
ment. 

President Fisher reported that sales 
activities for the J-M Building Prod- 
ucts division has more than quad- 
rupled since World War II. 


¢ W. R. Warner, formerly general 
manager of Southern Lumber Co. 
Warren, Ark., will serve as general 
manager of the newly-formed Brad- 
ley-Southern Division of Potlatch 
Forests, Inc. 
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Plan concrete constructions 


WELDED WIRE FABRIC 


Lumber dealers who supply building materials to 
contractors, or who have a ready-mix concrete opera- 
tion themselves, increase sales by stocking, using and 
recommending Welded Wire Fabric reinforcement 
for concrete construction. 

They have discovered that CF&I Clinton Welded 
Wire Fabric reinforcement gives concrete many 
important benefits: 

Permanence— Clinton Welded Wire Fabric helps 
concrete resist cracking and provides tensile 
strength to minimize the effect of temperature 
extremes. If a crack develops, the fabric holds it 
tightly together, preventing it from expanding. 


WHEN THEY ASK... 4 


SAY YES... WITH 


CLINTON 


FABRIC 


Low maintenance costs—reinforced concrete 
keeps its smooth, attractive surface for years, 
eliminating repair or replacement costs. 


Inexpensive and easy to install—you just un- 
roll Clinton Welded Wire Fabric in place. It 
more than pays for itself through the many extra 
years of service it imparts to concrete. 


For a more profitable operation, use and recom- 
mend Clinton Welded Wire Fabric. You will in- 
crease sales because you assure customer satisfaction. 
Contact our nearest sales office for more complete 
information. 


CLINTON 


WELDED WIRE FABRIC 


THE COLORADO FUEL AND IRON CORPORATION 
5903 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque * Amarillo * Billings * Boise * Butte * Denver * El Paso * Ft. Worth * Houston * Kansas City . 
Lincoln (Neb.) * Los Angeles * Oakland * Oklahoma City * Phoenix * Portland * Pueblo * Salt Lake City * San Francisco * San Leandro + Seattle * Spokane * Wichita 
WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston * Buffalo * Chicago * Detroit * New Orleans * New York * Philadelphia 


CF&l OFFICES IN CANADA: Montreol * Toronto ° 
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CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * V e 





* Winnipeg 
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BUILT-InS 
are 
BIG BUSINESS 


VU } i airel 
GAS and ELECTRIC 
BUILT-IN RANGES offer you, Mr. 
Dealer, an opportunity to buy 
at distributor prices. You can 
qualify if you have salesmen 
calling on builders and if you 
have display space. Write today 
for folders and prices. 


EASY INSTALLATION 
i econietemenenamnalll 


E 
Wis 


TENNESSEE STOVE WORKS 


an ie o eekence | TENNESSEE 
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Farm-Belt Dealers Report 


Healthy Sales All Summer 


With the farmer in a pleasant 
mood, home and farm improve- 
ment has been keeping Nebraska 
and Dakota lumberyards _ busy, 
making sales they missed last year 
or the year before. As a check on 
rural dealer business observations, 
that is the conclusion reached by 
an American Lumberman reporter 
talking to dealers in the area. 

GORDON, NEBR.—Located in 
the heart of good wheat and cattle 
country, this community’s remodel- 
ing volume almost equals new 
homes, according to Lou Hardin, 
manager of Searle & Chapin Lum- 
ber Co. 

“Our paint and hardware sales 
are running better than 3 to 1 over 
a year ago.” says Hardin. 

E. R. Morey, manager of Gord- 
on Lumber Co., substantiates the 
increase in paint sales. 

DIMOCK, S. D.—A communi- 
ty of 150, in the corn country of 
southeastern Dakota, has increased 
the status of its 4th class postoffice 
to 3rd class largely due to a lum- 
ber company-Untereiner’s, Inc. 

“Our farm business is definitely 
on the increase now,” declared 
president A. A. Untereiner. His 
firm specializes in building lamin- 
ated rafters and redwood water 
tanks. 

TRIPP, S. D.—‘Paint sales is 
one of our biggest items,” com- 
mented Alvin Magstadt, manager 
of Tripp Lbr Co. “In five years 
time our paint sales have increased 
from $800 to over $9,000 which 
we feel is very good for this com- 
munity of 900. 

“Our new home construction is 
definitely off, but it appears that 
our gross volume (in all depts.) 
will be the same as the last two 
years when we built eight new 
homes. It’s a definite sign that our 
remodeling business has greatly in- 
creased over this period.” 

NORTH SIOUX CITY, S. D.— 
Operating one of three redwood 
yards in the United States, Park 
Dailey, Dailey Redwood Yard, sin- 
cerely feels that there is a definite 
demand for better quality material 
and construction. 

“I believe people are going to 
come back to quality instead of 
price. With better farm prospects, 
in the area we serve, we have no- 
ticed this trend growing.” 

SIOUX FALLS, S. D.—New 
home construction has been locally 
affected by a city ruling of no new 
sewer connections. 
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“This has stopped all local new 
home construction,” according to 
R. W. “Bob” Ward, Ward Lbr Co. 
“However, a bond issue election is 
coming up which may correct this 
problem and we look forward to 
a volume amount of new home 
construction.” 


FREMONT, NEBR.—Located 
in a rich farming section north of 
Omaha, this area is naturally gov- 
erned by farm conditions, accord- 
ing to A. F. Christensen, owner, 
Christensen Lbr Co. 

“Farm business accounts for a 
large amount of our business and 
I’m pleased to say that it is looking 
up after a prolonged dry spell.” 
The firm has remodeled its store 
front and looks forward to doing 
its share of remodeling work in the 
area. 


GRAND ISLAND, NEBR.—In 
the heart of the Nebraska irrigated 
farm land, Spelts Lumber Co. is 
looking forward to volume sales in 
home construction. The firm re- 
cently added an architectural de- 
partment for complete drawings 
and designs. 

“We feel such service will foster 
business for us,” commented man- 
ager Jack W. Schultz, Jr. 


DAVID CITY, NEBR.—With 
85% of their volume from farm 
trade, Wells Lumber Co., has had 
a 25% increase in remodeling over 
a year ago, according to Arthur 
Forman, Jr., who operates this 81- 
year-old firm with his father. 

Sach Lumber & Coal Co., man- 
aged by Ben Stahl, who is being 
transferred to manage the company 
yard at Central City, Nebr., reports 
that 75% of their business is from 
farm trade. Kitchen remodeling is 
playing an important part in their 
business this year. 


LEXINGTON, NEBR.—Neff 
Lumber Co., managed by Clarence 
and Raymond Neff, specialize in 
farm trade. 

“We have found that our biggest 
farm volume is developed by build- 
ing brooder houses, hog houses, 
corn cribs and feed boxes,” de- 
clared Clarence. “This not only 
keeps our force active throughout 
the year, but keeps us mentally 
alert to develope new types of such 
items.” 

Clarence was just presented a 
50-year-plaque denoting his period 
of membership in the Nebraska 
Lumber Merchants Association. 
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Revolutionary new concept in ventilation ~ 
the all-new . eigh 





ALUMINUM 





TRIMVEN T* 


A new idea in ventilation for soffits and 
similar applications ... nails on like a board, 


looks like trim, provides excellent ventilation 


*Patent Pending 




















Here’s an exciting new combination — a ventilator and a trim 
strip, all in one. It does a tremendous ventilating job — adds 
beauty to the house — and is a breeze to install. Saves material, 
too. It replaces a portion of the board material in the soffit. 























SAVES LABOR — This revolutionary new ventilator cuts installa- 
tion time to the minimum. It completely eliminates the cutting of 
ventilator holes. And it’s easy to install — just nail it in place like a 
board. Comes in 8-foot lengths, for quick, easy handling. 




















AMPLE CAPACITY — 35.2 square inches of free area per 8-foot 
length. And it’s made of aluminum for durability. 


EXCELLENT APPEARANCE — The small compact louver banks pre- 
sent a continuous, attractive design the entire length of the soffit — 
an ideal trim to give the house that “finished” look. 


SEND FOR FREE SAMPLE! TRIMVENT is such a com- 
pletely new idea we want you to examine a section cut 
from the actual ventilator. No obligation of any kind — 
just write us. 





LEIGH BUILDING PRODUCTS | 
Division of Air Control Products, Inc. 
1858 Lee St. Coopersville, Michigan 


In Canada: LEIGH METAL PRODUCTS LTD. 
72 York St., London, Ontario 


Lf 


METAL PRODUCTS 


Awnings & Canopies Aristocrat Mail Boxes 

Closet Accessories Kitchen’ Accessories 

Outdoor Accessories Ventilators 

Ventilating Fans Range Hoods 
Folding & Sliding Door Hardware 
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Give your customers the siding that is armored . . . against weather . . . against checking or splitting 
. . » against painting problems. Simpson Medium-Density Overlaid Plywood offers all this and 
installation cost saving, too. Large, easy-to-handle sheets go up faster, use fewer nails, need less 
cutting and bracing and practically eliminate waste. The tough, grain-free surface needs no prepara- 
tion . . . two coats of paint do the work of three . . . and last years longer. The bonded overlay 
resists damaging moisture penetration that causes blisters and warping. Protect your customers all 
ways with Simpson Overlaid Plywood, the finest siding material ever developed. 


@ Better results... Faster application . . . Less cost. 
RELY ON 


OVERLAID PLYWOOD 


RR ts 


PLYWOOD 


How to save 30% on installation and finishing costs, write : 


Simpson Logging Company, Plywood & Door Products, 2301 N. Columbia Boulevard, 
Room 702-H, Portland 17, Oregon: Regional Offices in New York, Cleveland, 
Minneapolis, Chicago, Denver, Memphis, Dallas, Los Angeles, Seattle, and Portland. 


» 


SIMPSON 


ae hee 
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New Shields Signify Lu-Re-Co 


Franchised Component Makers 


“Quality Guaranteed by Manufac- 
turer No. 000” is the newest promo- 
tion device for members of the Lum- 
ber Dealers Research Council. As 
illustrated here, these are the words 
which are stamped on a new shield 
that each component manufacturer 
will attach to his panels, trusses, etc. 

“It is a mark of quality, a point of 
pride with which you can merchan- 
dise your Lu-Re-Co components,” 
said Raymon Harrell, executive vice- 
president of the Council at a recent 
Lu-Re-Co management and sales con- 
fab in Champaign, Ill. 

Shields cost members 10¢ each and 
should be ordered in lots of 500 or 
more, according to Harrell. Add $5 
for handling charges on orders for 
less than 500. 

The identification program for Lu- 
Re-Co dealers is the newest step in 
the Council’s aim to broaden the use 
of Lu-Re-Co engineering and dealer- 
ships. Harrell said that the first com- 
panies are now being franchised under 
the new Lu-Re-Co category of “man- 
ufacturer-distributor.” This type of 
franchise is for dealers who manufac- 
ture components for resale to other 
Lu-Re-Co licensed dealers. The appli- 
cation for this category of membership 
is handled by a standing committee of 
LDRC to protect the interest of the 
dealers. 

Another new category of Lu-Re-Co 
members are those known as “deal- 
ers.” These yards purchase their struc- 
tural components from a_ licensed 
manufacturer-distributor for resale. A 
special sales and presentation kit is 
available for dealers entering the 
Council in this category, Harrell said. 

Third category and still the major 
one is the ‘“manufacturer-dealer,” 





Hlomes 


FROM 


htrrRe-Co 


RESEARCH 


QUALITY GUARANTEED 
BY MFR. NO 


OOOO 
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EACH LU-RE-CO LICENSEE who makes 
and sells components will receive a 
‘manufacturer number’’ for his shields. 


who makes his own components for 
sale to local contractors. 

Lu-Re-Co_ kitchens. In another 
move of interest to Lu-Re-Co dealers, 
the Caloric Appliance Co. has de- 
signed a complete kitchen equipment 
line to fit with the Lu-Re-Co concept. 
A new booklet, “Kitchens for Suc- 
cessful Lu-Re-Co Homes,” is one 
part of the company’s work in behalf 
of the component system, available 
from Caloric Appliance Co., Dept. 
AL, Topton, Penna. 

FHA bulletin. A new Federal 
Housing Authority bulletin, No. SE- 
226 dated May 29, 1958, is now. be- 
ing used as a standard for yuality 
construction using the Lu-Re-Co sys- 
tem. With this bulletin in the hands of 
regional FHA directors, Harrell said 
that house plans submitted should be 
expedited if a certification statement 
states that house parts are constructed 
according to FHA bulletin SE-226. 

For Lu-Re-Co details write the 
Council at 18th and M Streets, N.W., 
Washington 6, D.C. 





ASSOCIATION SERVICES MERCHANDISED—Retail lumber dealers with a flair for 
selling are appreciating the unique pair of portable display cases above created 
by the Indiana Lumber & Builders Supply Association to merchandise the group's 
many services and activities. The folding merchandisers will travel to district meetings, 


according to R. L. Craft, ILBSA secretary. 





BUILDING PRODUCTS MERCHANDISER 





















better 
prices 


when you buy 
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® MILLWORK 































from the mill 


You pay less for CRESTLINE 
MILLWORK and you make 
more on each item. Fast deliv- 
ery by truck or train. How you 
buy determines the profits you 
make! Run a more profitable 
business with famous CRESTLINE 
products. CRESTLINE protects you 
against rising and falling prices. 
Get more information today. 











Write the SILCREST COMPANY 


Wausau, Wisconsin 
Western Ponderosa Pine ¢ Union Label 


: fee) 
Removable Doublie-Hung Bifold st 
Window Units 2] Door Units ER) 


|| Removable Stideby 
wu Window Units Stacking Awning 
rT Window Units 
| | Casement 

| Window Units Weatherstripped Door 
SS =: Frames, Combination 
Sew-Storing Storms 2 Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash Doors, 
and other allied products. 
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TURNBUCKLES LINE 


Saves Money and Time! 


Packaged for quick iden- 
tification and easy sales. 
1 diate ei t on 
orders from a central lo- 
cation insuring quick 
delivery. 

A complete line elimi- 
nates losses on shipping 
charge minimums. 





sell them all 


for easy profit... display and 





ey 


we 


© 


TURNBUCKLES 
“Alumaloy” bod- 
jes, steel hooks 


and eyes 


EYE BOLTS 
wrought nuts, 
bright zinc plat- 
ed. m! 


SCREEN DOOR 
BRACES 
Steel rods with 
sturdy “Aluma- 

loy” bodies 
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SCREW HOOKS 


j 
& 


CATE HOOKS 
ile AND EYES 
P full size range 


EVE BOLTS 
with lag thread, 
turned eye 
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SCREW EYES 


$8 & 8 HOOKS 
steel or brass, in 
a wide range of 
sizes 


bright zin 


U-BOLTS 


c plat- 


ed, with plates 
and hex nuts 
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TURNBUCKLES, 


CuP HOOKS... 
SHOULDER HOOKS 


brass with firm 
base 


SCREW HOOKS 
square bend, cur- 
tain sod hooks, 
steel or brass 


PLUS 


Se i ee 
2 Si ae 


Ask your distributor or write to 


INC. 


PORCH SWING... 
CLOTHES LINE... 


eeeeee#e¢e 
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BOX 333, MICHIGAN CITY, INDIANA 
FACTORY: GRAND BEACH, MICHIGAN 
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TESTS made on lumber packages includ- 
ed moisture content reading on meter. 


PONDEROSA PINE shop lumber stored 
outdoors at Andersen Corporation yard. 


12-Month Test Shows That Protective 
Wraps Keep Lumber Dry 


Lumber in test packages changed less than 2.5% in 


average moisture content in year's time. 


Paper wrap or plastic film, proper- 
ly used, will keep dry lumber dry at 
jleast one year, according to the West- 
ern Pine Association which just con- 
cluded a 12-month test study at Port- 
land, Ore. 

The lumber in the test packages 
changed less than 2.5% in average 
moive content in a year’s time dur- 
ing which 33.5 inches of rain sloshed 
down on them. Wrapping costs varied 
from $1.14 to $2.06 a thousand feet, 
depending on cover material and 
wrap method, according to Carl A. 
Rasmussen, director of Western Pine 
research. 

Once a month the covers were re- 
moved and moisture content readings 
taken in the center and 3” from one 
end of each board, explained engi- 
neer Lyle Hickman. The only mois- 
ture pickup to any large degree was 
found due to mechanical breaks in 
the paper at the folds. An auxiliary 
cap over the pile clears away this 
problem, he said. 

The wrapping materials found ef- 
fective included the types that many 
retail yards carry in stock for vapor 
barrier and other uses. Black 4-mil 
(.004”) polyethylene film was used in 
the tests. On plastic film, the sun was 
found to be tougher than rain or 
wind. 

Kraft paper used in the tests was 
the type composed of two paper lay- 
ers reinforced with an inner laminate 
of asphalt and extra strong fibers. 
| Hickman concluded that covering 
the bottom of a package does not 
justify the extra expense. For a lumber 
unit 4’x4’ in size, a sheet more than 
12’ wide is needed to properly cover 
| top and sides. 
| It is estimated that during the past 
year some 12 million feet of lumber 


was protected by use of 5,800 fabri- 
cated covers of water-resistant paper. 
However, so far as is known, the 
Western Pine tests were the first sci- 
entific evidence from an objective re- 
search crew that lumber can _ be 
stored outdoors with wraps with per- 
fect safety. 


OPENS NEW NATIONAL OFFICES—The 
F. C. Russell Co., producer of Rusco win- 
dows, doors and allied products, has 
opened its new national offices in Colum- 
biana, Ohio. Frank C. Russell (left), 
president and chairman of the board and 
Mrs. Russell wait for Columbiana mayor 
Erwood Calvin to cut the tape, opening 
the plant officially. Mrs. Calvin stands 
next to the mayor. The F. C. Russell Co. 
moved its executive and general offices 
to Columbiana from Cleveland. 
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Heard the news? 


Milcor’s in the 
hollow metal door 


business! 





Big, ready-to-ship 
stocks in all 
these cities: 


BALTIMORE 
BUFFALO 
CHICAGO 
CINCINNATI 
CLEVELAND 
DETROIT 
KANSAS CITY 
LOS ANGELES 
MILWAUKEE 
NEW ORLEANS 
ST. LOUIS 


3 grades of doors 
for commercial, 
industrial, and 
residential 
applications 
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Good! 


That means 


fast 


deliveries 





to keep 
our 
customers 
happy! 











A name your customers know... 
quality you can stand behind 


Now an old, reliable name becomes a new, 
reliable source for standard commercial hol- 
low metal doors that are competitively priced. 
Wherever doors are part of the architec- 
tural specifications, there’s a market for all 
three types of Milcor Hollow Metal Doors: 
1. Light commercial. 154” thick. Formed of 
20-gauge steel. Sound deadened. For use in 
offices, institutions, hotels, motels, etc. 
2. Commercial. 13/,” thick. Formed of 20- 
gauge steel. Used in factory offices, wash- 
rooms, schoolrooms, and storage areas sub- 
ject to heavy traffic and requiring security. 


3. Heavy commerical. 13/,” thick. Formed 
of 16-gauge steel. Used for outside doors re- 
quiring maximum security, as in schools, thea- 
ters and commercial buildings of all kinds. 

All styles of these doors give you plenty of 
strong sales points: They are Bonderized and 
prime-coated. They take the abuse of heavy 
traffic. Also available with the U/L label for 
fire-resistance. They can be fitted with most 
standard hardware, without special templates. 


Catalog 280 tells you more about Milcor 
Hollow Metal Doors. Write or call the branch 
nearest you for a free copy. 


ILCO 


0-1 


® 


INLAND STEEL PRODUCTS COMPANY, vev:.1, 4029 Ww. Burnham st. 


Milwaukee 1, Wisconsin e aTLaNTA @ BALTIMORE 


DETROIT e KANSAS CITY e@ LOS ANGELES @ MILWAUKEE 


@ BUFFALO ®@® CHICAGO e CINCINNATI 
MINNEAPOLIS @ 


@ CLEVELAND @ DALLAS @ DENVER 


NEW ORLEANS @ NEW YORK e@ S&T. LOUIS. 
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Hang Up the Samples 


NORTH HAVEN, CONN.—Lumber samples are at- 
tractively and flexibly hooked to a perforated board wall 
at the new Drazen Lumber Co. retail store here. The idea 
makes possible addition of new samples as desired when 
those displayed become spoiled or obsolete. Also, the dis- 
play helps to sell perforated board, according to the 
Drazens. 
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Cross-Country Reporters 


Panelization Unlimited 


WORCESTER, MASS.—The almost unlimited use for 
Lu-Re-Co is illustrated in the variety of buildings built 
with pre-assembled trusses and panels furnished by 
Baker Lumber Co. They include: American Legion hall, 
liquor store, rod and gun club pavilion, service station, 
two post offices, garages, small garden houses, summer 
home and a lumber storage shed for Baker Lumber itself. 


Garden ‘‘Shoppe’”’ is Busy 


INDIAN ORCHARD, MASS.—Lime and _ fertilizers 
have been fast movers at “Ye Olde Garden Shoppe” oper- 
ated by A. Boilard & Sons. In the first three weekends, the 
firm sold 50 of the 50-pound bags of lime and fertilizers 
and grass seed went about as fast. 

Even though the “shoppe” is located within one mile 
of a nursery, Boilard’s outdoor sales are humming. Swing- 
ing signs serve as reminders for a dozen lawn and garden 
items. 

“We display only the bright-colored tools to catch the 
customer’s eye,” explains Bill Boilard. “The neat layout 
and smart-looking signs help, we think.” 





When You Think of 
‘Lumber Think of 


Small Ads, Consistently Placed 


Bs _ 
waite YOU ARE WA ING 
STROLL THIS WAY 


TANNER . 
Improve Your Home Now 
See us for‘your Materials anc 
a quicy Convenient Home Im- 
provement Loan free of Red- 
Tape. You cam. borrow the 
amount .you neeG, for 
ization. and 


you. 
TRADE WITH TANNER 


Tanner Lumber Co. 


Service Since 1897 


ATHENS, GA.— The 3” classified advertise- 
ment you see reproduced here has been a feature 
of the Tanner Lumber Co. for some 11 years. . . 
and it is still paying dividends, according to J. B. 
Tanner. 

“A small insertion in every issue of the local 
paper, in my opinion, develops more impact than a 
large display ad inserted only upon occasion,” said 
Tanner. “Our slogan, ‘When You Think of Lumber 
Think of Tanner,’ has definitely become a worth- 
while trademark for our yard; almost every week 
somebody will say to me in passing, ‘Hello, Tan- 
ner; I’m thinking of lumber.’” 





Points the Way 


GOLDSBORO, N. C.—To help 
customers locate the hardware displays 
near his sales counter, manager Lynn 
of Builders Supply Co. uses the point- 
er sign above. “It works,” said Lynn. 
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Five outstanding reasons... 
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PLY ANY FINISH 


AP HIGH PICKUP 








.. why customers like brushes 
with TYNEX’® tapered bristles 


Today's better-made paintbrushes with TyNeEx nylon bristles contain a full head 
of bristles in a firm setting. The bristles are finely tapered, with slightly 
curled tips. They vary in length and a generous portion are “flagged.” 


As a result, brushes bristled with improved TYNEx have high 
pickup. They release any finish, smoothly and evenly, on 
any painting surface. And they clean easily, dry fast, 
are quickly ready for the next job. 
For these reasons, brushes with TyNeEx tapered 
nylon bristles bristles can mean fast, easy, satisfying paint- 
ing to your customers, Good reasons 


why it will pay you to stock the 
complete line . . . today! 
TYNeEX is the registered trademark for Du Pont 


G66-u 5 parcort nvlon bristles. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


a ae 
BRISTLING MATERIAL ae 
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Distribution Rock and Roll 


W ith this issue American Lumberman begins new 
editorial coverage on the intricate and touchy subject 
of distribution. The features in this issue are merely ex- 
ploratory, but they reveal some of the directions distribu- 
tion is taking. 

Fred Hauserman, president of the Producers’ Council, 
in announcing that distribution will dominate the September 
convention of the association he represents, puts the situa- 
tion this way: 

“Producers of building materials daily are becoming 
more aware that an efficient distribution system can mean 
the difference between a profitable or losing operation. 
No matter how good our products or technology may be 
manufacturers will find it difficult to maintain a fair share 
of the market, unless achieving efficiency in distribution.” 

It is our conviction that a publication worth its salt 
calls the plays the way they see them. The dealer, whole- 
saler and manufacturer gain no benefits from a “head in 
the sand” attitude. 

Let’s agree first that Fred Hauserman is right in his sum- 
mary of the manufacturers’ position. 

fficient distribution will make the difference in pro- 

ducers’ profits, but that word “efficient” is open to 
many interpretations. As it stands today, a sizeable number 
of manufacturers have a distribution policy guided almost 
entirely by expediency. It might be capsuled by the 
phrase, “buy enough and you'll get a price.” A few specific 
examples: 
¢ The Prefabricated Home Manufacturers Association has 
circularized two lists to their members of firms who will 
sell direct and around dealers and wholesalers. On this 
list are some of the leading manufacturers of building 
materials, who preach “normal distribution.” 

The prefabbers last year sold less than 10% of the new 
homes built. Several firms are large and glamorous but 
the typical prefabber is still small—often no larger in his 
output than some tract builders. 

Observations: Once the bars are down, it is only right 
that large builders and dealers producing Lu-Re-Co homes 
in quantity should be offered the same “deals.” They, too, 
are volume accounts fully entitled to lower prices. One 
can only speculate that manufacturers anticipate steady 
growth of prefabbers and they want to be ready for this 
business from the start. 

* The National Association of Home Builders has had 
several special meetings on buying. They are wining and 
dining producers with the objective of attractive pricing. 
* The trend to factory or mill owned warehouses is 
steady and indicative of a desire by producers to fully 
supervise their distribution on price, merchandising. 
¢* A rash of Class B or marginal jobbers is apparent on 
every hand. 

hese developments must be played against a background 

of change at the dealer level—more co-ops, informal 
buying groups and steady growth of cash-and-carry type 
yards. Retailers are moving fast to protect and make more 
profitable their operations. Moving not so fast is the 
distributor who faces a bewildering array of developments 
aimed at easing him out of the picture. 

Plagued with cut-price, cash-and-carry competition in 
distant cities, many small-town dealers are working to- 
gether with yards in nearby communities, pooling their 
purchases to gain volume discounts. 

For example, a trio of Illinois dealers only 10 miles apart 
from each other, meet regularly in the evening to work up 
their pool orders of combination aluminum doors, garage 
doors, plywood, steel roofing, finish hardware, flush doors, 
window frames, adhesives. 

The group has purchased two 50-unit orders of alumi- 
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num combination doors during the past year, with sales 
made at more than 50% markup on each door. Most of 
these cooperative purchases are made through wholesalers. 
These informal arrangements make the small-town dealers 
competitive on certain price items—but, perhaps even more 
important—enables them to promote and sell higher-margin 
specialties such as garage doors and aluminum combina- 
tions. 

If we simply state that the distributor performs a basical- 
ly useful function and leave it at that, we are performing 
a disservice. He must become so essential to the dealer 
and manufacturer that present trends for other forced 
distribution becomes dangerous entirely on economic 
grounds. 

The nut of the wholesaler’s problem is that he is often 
being relegated to a strictly warehousing function. When 
it comes to merchandising, many manufacturers pre- 
fer to go directly to the dealer with their promotion 
programs, sales aids and literature. This short-circuiting 
leaves many jobbers defenseless in performing a more 
complete service for dealers. It becomes, then, only a 
matter of price. i 

he frantic measures of some manufacturers to get sales 

at all costs, normal distribution be damned, is their 
right and privilege. It may seem short-sighted, but jobbers 
and dealers can hardly understand the pressures of a 
corporation obligated by stockholders to keep a plant or 
mill running at somewhere near the break-even point. 

This situation will not change. In fact pressures on 
distribution for efficiency and sales will increase as new 
plants now-a-building start up; as countless new products 
flood the market. We are in for a shakedown with the 
future belonging only to the dealer, jobber and man- 
ufacturer who can stand on his own feet and deliver 
increasing sales volume. Getting this greater volume will 
require coordinate promotion on a scale far beyond any- 
thing presently planned by dealers, jobbers and manufac- 
turers. We are fast approaching a point where the 
stimulation of selling direct or cutting a price may no 
longer have quite the same kick. After all if everyone gets 
into the act, the effect of lower pricing is neutralized. 

When this time comes it will become crystal clear that 
the answer for the long-pull must be more aggressive 
merchandising by the nation’s 30,000 plus, lumber and 
building material dealers working closely with equally 
agressive jobbers and manufacturers. The mechanism for 
increased sales is in place. Dealers and jobbers are waiting 
for well-planned sales programs, which are original and not 
warmed over. 

In our considered judgment, the wholesaler should feed 
and coordinate these new programs for the dealer to 
avoid waste and confusion. He should move with all pos- 
sible speed in packaging promotion for each month of the 
year, with the assistance of a dealer merchandising com- 
mittee. 

Far fetched? Not at all. It’s being done by many other 
jobbers in hardware, plumbing, food, drugs, photography 
—all; industries vying for the consumer’s dollar. 

This recession, plus a drop-off in home building, has 
left us all humble and receptive to new ideas. We can’t 
exist on predictions of another housing boom sometime, 
perhaps in 1960. It’s the right time to gradually put away 
dependance on price alone, moving instead towards intel- 
ligent, planned, creative selling—the only permanent solu- 
tion for rock and roll distribution. 


August 18, 1958, AMERICAN LUMBERMAN AND 





$17,500 Home 


Pionite-surfaced cabinets 
in Oyster Ash. . . counter 
tops in Flitter ... give this 
kitchen luxurious beauty. 


with JUDIE O’GRADY 
and the COLONEL’S 


j 
} 
| 
| 


me 
| $47,500 Home 


Nantes 


Pionite Platinum Walnut surfaces 
the cabinets of this distinctive 
kitchen . . . counters, back-splash 
and shelves in lifetime, non- 
staining linen. 


..its Plronite 4tot1 


In small or large homes, Pionite makes 
attractive, easy-to-keep-clean, lifetime kitchens 
With Pionite the first cost is the last cost 

No painting, refinishing, or polishing ever. You'll 
profit more too. Lifetime melamine-armored 
Pionite is more economical, easier to work 

with, goes on counters, cabinets, and walls faster 
Four out of five women prefer Pionite’s 
beautiful, authentic wood-grains, decoratives, 
marbles, and solid colors over all others. And 
there are 250 in all to choose from — the most 
complete selection in high pressure plastic laminates. 
Next job, make it right with Pionite. 


MAKE IT RIGHT WITH 
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_ Address 





For kitchens and other rooms of 
living beauty, woodgrains of all 
kinds are available ‘‘tailored to the 
job."" In great demand are 
Pionite’s fine walnuts, ranging 
from ever popular platinum to 
deep russet. For in-between tones, 
choose wheat, silver gray, 
executive, florentine, and brown 
walnut, all capturing the striking 
characteristics of the rich natural 
wood. Another great favorite is 
Oyster Ash. Why not send for 
full-color brochure today. 


PIONEER PLASTICS CORP. 

Sanford, Maine 

Please send me your new full-color 
brochure: te 
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Keep cellars dry ... drain wet spots ... 
make septic tank filter beds work better 


The scientific design of Orangeburg 
Brand Perforated Pipe... with two rows 
of %” holes, on 3” centers, 100 degrees 
apart . . . increases drainage capacity ... 
creates uniform seepage . . . Unique 
Snap Couplings maintain positive align- 
ment... prevent silting . . . Lightweight 
8-foot lengths grade easily, install easily, 3 
save time and cut cost. Orangeburg . % les | 
Perforated comes in 4” size... it is the 4 eh 8 | 
ideal pipe for foundation drains, septic ie 
tank disposal fields, land drainage. a = , 

; Bet | j 
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Orangeburg Perfor- 
ated Pipe keeps cel- 
lars dry. Makes ef- 
ficient, long lasting 
foundation footing 
drains. 


For house sewers, run-offs from downspouts Make sure yon get qenine Orange- 
and other tight-joint drainage lines use burg. Look for the 


Unique Snap Coup- 
ling maintains align- 
ment, gives perma- 
nent joint cover, 
permits seepage at 
joint. 


Orangeburg Brand Root-Proof Pipe. 





ORANGEBURG ..... 


perforated 


rand Name on 
Pipe and a For more facts 
write Dept. AL 











pipe : | 


ORANGEBURG MANUFACTURING CO.,INC.,Orangeburg,N.Y., Newark, Calif 
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EXAMPLE 
NO. 1 


MANAGEMENT PLANS visual sales presentation to help Hast- 
ings salesmen. Left to right: William N. Jeffery, advertising 
and sales promotion manager; Herman F. Hoyt, building ma- 
terials manager and Ivan K. Hoyt, president and general man- 


ager, A. W. Hastings & Co., Inc. 


How a Merchandising 
Wholesaler Operates 


By laying the groundwork for intensive selling at the whole- 


sale level, Hastings helps dealers do a better selling job. 
Here are the details of the Hastings program that has in- 
creased their sales in a recession period. Some highlights: 


* Role of the dual salesman 


* Intensive sales training program 
* ‘Pitch book’’ product presentation 


* Special point-of-sale aids 


* Advertising-Sales promotion specialist 


In recognition of outstanding ac- 
complishments in wholesaling, Amer- 
ican Lumberman cites A. W. Hastings 
& Co., Inc. as a Master Wholesaler, 
who has exemplified intelligent man- 
agement, progressive merchandising 
and conscientious service to the build- 
ing materials industry. 


A slight gasp went up from a big 
crowd of wholesalers at a recent con- 
vention sponsored by one of the 
country’s leading manufacturers of 
building materials. 

One of their number had reported 
that January 1958 sales, in a reces- 
sion period, had set an all-time record. 
And when he added that February 
sales were 40% ahead of January, 
there was a murmur of utter disbelief. 
But the figures proved the claim. 

Although these records may have 
surprised many wholesalers, they came 
as no great surprise to A. W. Hastings 


and Co., Inc., who reported their pro- 
gram via a film presentation to the 
wholesaler audience. The figures were 
merely the results of a cumulative 
program, which had been developed 
and refined over a period of years. 

A. W. Hastings & Co. started as a 
millwork house in Boston in 1857. In 
1923, the firm moved to suburban 
Somerville and added a general build- 
ing materials line about 15 years ago. 
A branch office was established in 
Portland, Me., in 1954. 

“To us at Hastings,” explains Ivan 
K. Hoyt, president and general man- 
ager, “merchandising means the skill 
of presenting merchandise to the deal- 
er in such a way that, regardless of 
price, he is inclined to want to buy 
because he can see that our merchan- 
dise more satisfactorily meets the 
needs of his trade. 

“And along with the merchandise, 

(continued on next page) 
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SAMPLE DISPLAYS like these, which take into consideration 
dealer's space requirements, were developed by Hastings per- 
sonnel and endorsed for widespread use by respective man- 


ufacturers. 


we sell him the challenging idea that 
he, too, by using available sales tools 
and by more skillful presentation of 
the product can have a more profit- 
able business.” 

Concentration plus. Hastings is a 
closely-knit organization inside the of- 
fice and with their dealer customers 
and suppliers outside. Their promotion 
programs are carefully planned by top 
management, then sold to their sales- 
men, who in turn sell them to the 
retail building materials dealers in the 
area. 

In some ways, their operation is 
rather unorthodox by ordinary whole- 
saler standards. For example, they 
have two salesmen on every account 
—one representing the millwork de- 
partment and one on general build- 
ing materials sales. No salesman has 
more than 100 accounts. 

“At first, we were laughed at,” 
smiled Herman F. Hoyt, manager of 
Hastings building materials division, 
“when people discovered that we had 
two salesmen calling on the same ac- 


SEE 
INLITE WINDOWS 
ay 
! 


‘ 


HASTINGS SALESMAN Julius Van Gundy, left, explains the 
potential of the acoustical tile market to president Kenneth 
Kemp and treasurer Robert Foley of Marshall C. Spring Corp., 


a Wellesley Hills, Mass. lumber firm. 


count. But results have proven the 
soundness of our policy.” 

The policy makes every salesman a 
highly trained specialist in his field. 
He knows his customers and espe- 
cially his products and the promo- 
tional materials that will help sell them. 
He has a chance to study his market 
and determine how it can best be de- 
veloped. And, of course, two sales- 
men calling on the same account cre- 
ates a double impact for Hastings. 

Training salesmen. Selection and 
training of salesmen is always a tough 
problem, but Hastings has developed 
a program which has worked well for 
them. Wherever possible, they like to 
take men from within their own or- 
ganization and train them. One sales- 
man started in the warehouse, another 
as a truck driver and the shipper of 
about 50 years’ service has two sons 
on the road and another son, soon 
out of service, about ready to start 
with Hastings. 

We put a beginner on the order desk 
and phone, “where he can_ benefit 


FLEET OF TRUCKS assures prompt deliveries from A. W. Hastings & Co. Firm covers 
most of New England with its millwork lines, about 75-mile radius with their building 
materials. Pictured are shipper Joe Colliton, 49 years service and ‘‘Willie’’ Graustein, 
37 years service with Hastings. 


from the experience of our order de- 
partment supervisor,’ explained Her- 
man Hoyt. “He’s never left alone. We 
go over each day’s problems and prac- 
tically live with the salesman for the 
first six months. We travel with him 
personally and introduce him to all 
his accounts. We demonstrate how to 
handle various types of problems from 
complaints to service. He attends man- 
ufacturers’ schools and becomes thor- 
oughly acquainted with all point-of- 
sale aids.” 

The Hastings salesmen are on a 
salary plus incentive compensation 
basis. They have annual quotas and 
receive a bonus when they go over it. 

“Pitch books.” One valuable sales 
aid, which Hastings prepares for its 
salesmen and customers is called their 
“pitch book.” Each one is on a differ- 
ent subject—windows, folding doors, 
etc. One “pitch book” is good for 
4-6 weeks “push” on the product. 

Each book covers about five major 
points, occupies not more than 10 
pages and takes not more than five 
minutes to present. It gives product 
information simply and dramatically, 
gives the profit picture and the sales 
arguments and, in conclusion, tells the 
dealer what he should do to take ad- 
vantage of this special promotion. One 


TYPICAL CONTRACTOR MEETING spon- 
sored by a local lumber dealer and man- 
ned by Hastings personnel. 



















recent special promotion was respon- 
sible for placing about 100 folding 
door samples in dealer salesrooms. 

A week-to-week report gave sales- 
men a run-down on the campaign as 
it progressed—standing of individual 
salesmen and overall accomplishments 
of the program. Here are the final 
results: 

408 customers told story 

130 customers ordered promotion 
material 

28 new stocking dealers 

36 dealer operating samples in- 
stalled 

108 decorated floor samples 

892 door sales 

Incentive points based on sales en- 
abled winning salesmen to buy a va- 
riety of worthwhile merchandise. 

This is typical of the programs 
Hastings has been using since 1951. 
Some have involved cooperative news- 
paper ads, a television series and stock 
orders in addition to the “pitch books.” 

In every case, however, the pro- 
grams were designed to increase the 
level of sales after, as well as during 
the promotion, by increasing product 
knowledge on the part of salesmen 
and dealers; by added samples, stocks 
and continuing sales-service. 

As one inducement to get a dealer 
to sign up, he may be guaranteed a 
listing in a Hastings booth at a home 
show such as the recent New England 
Home Progress Exposition, Boston. 

A good deal of ground work is 
necessary before a “pitch book” is 
prepared. This may begin at the three- 
day Hastings’ sales session held each 
year between Christmas and New 
Year’s, normally a dead time in the 
field. Management personnel and 
salesmen analyze the market, go over 
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individual accounts and determine the 
program for the first part of the year, 
at least. 

The immediate “push” is deter- 
mined, overall and individual sales 
goals are established and a presenta- 
tion is prepared for the manufacturer, 
who is expected to furnish showroom 
samples or models (free-standing, 
built-in or home demonstration). The 
number of samples needed is based 
on a percentage estimate on the num- 
ber of dealers who will participate. 
Hastings feel that the expense of these 
promotions should be split three ways 
—manufacturer, wholesaler and deal- 
er. 

Monthly sales meetings are held to 
lay out the “pushes” ahead. There is 
a sales goal for each “push.” Contin- 
uity is essential in these “pushes,” Her- 
man Hoyt emphasizes. 

Advertising manager. Realizing the 
importance of effective presentations 
to both their customers and suppliers, 
the Hastings’ management decided to 
hire an advertising and sales promo- 
tion manager several years ago. The 
man _ selected, William W. Jeffery, 
does a major part of the work in 
putting together the presentation for 
the “pushes” throughout the year. One 
of the major sales aids he developed 
was the firm’s Centennial Catalog is- 
sued last year. The loose-leaf catalog 
with visual color-tabbed index, is filled 
with photographs, drawings, specifi- 
cations and other materials, with all 
products correlated for easy use by 
the customer. 

As a further dealer merchandising 
aid, Hastings had developed a catalog 
page with a perforated business reply 
card, enabling the dealer to check 
(continued on page 64) 





ATTRACTIVE DISPLAY AREA provides perfect setting for informative dealer-contractor product meetings. Product can be viewed i 
use and explained by trained personnel. 








Statement of Policy 


Now in its 101st year of operation, 
A. W. Hastings & Co., Inc., has as its 
slogan: “Hastings Means Quality.” Be- 
low is Hasting’s statement of policy, 
which is found in the firm’s loose-leaf 
price-book catalog, which is color-tab- 
bed indexed by products for fast refer- 
ence and easy use 

“It is the constant aim of A. W 
Hastings & Co., Inc. to uphold its posi- 
tion as a leading distributor of mill- 
work and building materials by faith- 
fully adhering to the following business 
precepts on which our reputation has 
been built: 


QUALITY—Hastings exerts every ef- 
fort to maintain the tra- 
ditional quality of our 
products, to buy and mer- 
chandise materials man- 
ufactured to rigid stand- 
ards, of good architectural 
design and sound construc- 
tion. 


DEPENDABILITY—Hastings has been 
a dependable name to 
five generations of New 
England lumber dealers. 
Integrity and reliability 
are inherent qualities in 
all our dealings. 


SERVICE—Hastings is a full-function 
wholesaler. Whether a 
matter of delivery, mar- 
ket information, credit, 
promotional assistance or 
counsel of any kind, this 
steady dealer support is 
backed by experienced 
well - trained personnel, 
proper facilities and a 
large and diversified in- 
ventory.” 

























































Wholesaling on the Move—Example No. 2 





ANNUAL CONVENTION and stockhold- 
ers meeting of Hardware Wholesalers, 
Inc., attracts dealers from three-state 
area. The 1958 meeting will be held at 
the HWI office and warehouse, Fort 
Wayne, October 21-23. 


‘| 


Buying power, merchandising punch from 


Dealer-Owned Wholesale Firm 


Not a reserve supply, this Indiana firm helps 130 retail 
lumber dealers by aggressive merchandising programs and 
big-scale buying power. 


On a recent weekend Banas & 
Wrobel Lumber Co., Maybee, Mich., 
did $2,500 in revolving charge ac- 
count business as a result of a promo- 
tion furnished by Hardware Whole- 
salers, Inc., Fort Wayne, Ind. 

Hardware Wholesalers is owned by 
a large group of retail lumber and 
hardware dealers, including Banas & 
Wrobel Lumber Co. 

The B & W sales record is note- 
worthy since the firm is located in a 
southeast Michigan area hard-hit by 
the automobile slump. Without the 
wholesaler-created credit plan, it is 
likely none of these sales would have 
been made. 

Offers many services. Hardware 
Wholesalers, Inc., has an operating 
cost of under 10% of sales. Even 
with this low cost, the firm provides 


many merchandising services in addi- 
tion to prices below competition, plus 
year-end patronage rebates. 

Among its services are advertising, 


ADDED WAREHOUSE SPACE will give 
Hardware Wholesalers, Inc., an addition- 
al 42,000 square feet of storage space. 
The present building was erected in three 
stages: 1948, 1952 and 1956. 


August 18, 


budget selling aids and free delivery 
with the firm’s own trucks. Four field 
men, who are merchandising special- 
ists, travel throughout the firm’s In- 
diana-Ohio-Michigan territory. Their 
job is to figure out ways in which 
each dealer can increase his business 

and, coincidentally, his purchases 
from Hardware Wholesalers, Inc. The 
field men also carry out a sales train- 
ing program for dealer personnel by 
means of dealer store meetings and 
district meetings. 

Price-inventory help. To make it 
possible for retailers to quote prices 
quickly, the firm supplies a price cat- 
alog, which is kept current each week. 
The catalog enables dealers to quote 
at once on items they normally do 
not carry in stock. 

(continued on page 45) 
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Get in on this big secret and you'll be in on 
the hottest power tool promotion yet conceived! 
When you turn this page you will see before you the greatest combi- 
nation of power tools ever presented, for your Fall merchandising 
program. . 

It’s a mammoth 4-point program—and each of the 4 points has 
the BIG SECRET! 

Get with SKIL this fall and let the most convincing traffic builder 
ever offered go to work to send your power tool sales sky high. 








PACKAGE #2 


No. 8514—SKIL “Saw 'n Sang” 
SHOP featuring the popular 
SKIL Jig Saw and 2 FREE 
Perma-Grit files. A Profit Magic 
value—Reg 


Now $47.50 





ularly $51.70 


yore 
om? 


NOw onty 
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Here’s what you get: 


© tHe POweRr. 


Ul SRE 1G Saw 


PACKAGE #1 


No. 8536—SKIL “Saw 'n Table" SHOP 
Customer saves $12.00; gets $6.95 
Perma- Grit Wheel, an all-steel table 
and the famous 6%” SKIL Saw for 
$69.85—an $81.85 value! 








SKILMANSHIP MEANS SAUL 70045 Dn uu 


SKILMANSHIP MEANS : 
SKIL TOOLS DO MORE | 








a.  « DES 
ee 


You’re right. You have to be a magician these days to get that 
full profit. And SKIL is making each and every SKIL dealer 
a professional PROFIT MAGICIAN—just by adding the Big 
Secret. Just look at the four hot packages on this page—every 
one of them a fast mover by itself. 

Now add PROFIT MAGIC .. . a group of accessories, 
featuring sensational Perma-Grit tools and you’ve got four 
“deals” that can’t be beat! Why? Because the consumer gets 
the full benefit of this Profit Magic Promotion—and you get 
your full profit markup! 

Each package comes with the eye-catching display. Just 
pull it out of the box and you’re in business! 


PROFIT MAGIC 


PACKAGE 74 


No g592—SKIL “Refinisher” 3 ml PERM 
Three Perma-Grit tools, FREE A-GRIT pr te 
MAGIC fast-moving SKIL Orbital Sander. EW 


Regularly $57.10—-now — o£ 


PACKAGE #3 —— 
No. 8560s | » 
4a” Drill Kit Special In 

Eas 


is new $7 V4, 
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KIL “Powerhouse” 
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please turn the page to See 


ational and | 
I 0Ca ici 
program backing Up this mie somite 








NATIONAL ADS 
Every month this fall SKIL products will 


be featured in the Saturday Evening 
Post, Popular Mechanics, Popular 


7 ~ oo <r 
27 YS ‘ \ Science, Better Homes & Gardens, Sunset 
a °F af’)\ and many others . . . reaching your most 

. wer Nh \ active prospects! 

AND ONLY SKIL ; PE \ 

COVERS EVERY oni Sond = NEWSPAPER ADS 
ane oS A complete series of local newspapers ads 
MERCHANDISING at > in key markets WITH DEALER LIST- 
rs eee NS INGS will blast the news of these four 
BASE TO ese Saree = -- | SKIL packages to millions of readers— 


BUILD TRA FFIC telling them where to buy! 








NEWSPAPER AD MATS 





A special series of hard-hitting dealer 
newspaper ad mats have been designed 
to tie into the promotion of these four 
PROFIT MAGIC packages. 








DIRECT MAIL 


An exciting series of direct mail pieces will 
promote each of the promotional pack- 
ages, each carrying a dealer imprint for 


pin-point merchandising. 
“fl f TV SPOTS 
“a: - Available to every dealer is a special TV 
Spot kit especially created for use during 


the Fall months and Christmas to pro- 
mote this Profit Magic Program. 


























RADIO SPOTS 


Specially-prepared scripts will herald this 
program and your own store name and 
location. 

Never before has there been such a 
completely integrated program concen- 
trating on the hot, fast-moving SKIL 
tools. Capitalize right now on the con- 
sistent SKIL Saturday Evening Post 
series—get in on the increased demand for 
SKIL tools by ordering your four PROF- 
IT MAGIC promotional packages today. 

Products made only by SKIL Corporation, Manufacturer of 
SE es 


West, Toronto 9, Ontario. 
Printed in U.S.A. 
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BUDGET SELLING MEETING at Fort Wayne, stepped up lumber dealer sales 
considerably. These budget sales range from $10 to $500. 





DEALER-OWNED FIRM 


(begins on page 45) 





“This price service alone is worth 
thousands of dollars each year in 
keeping our prices current and selling 
products we don’t carry in stock,” 
commented one dealer. 

Another service closely tied to this 
is the turnover control catalog sheet 
system, inaugurated early in 1958. The 
catalog pages are laid out so a dealer 
can keep a record of stock turnover. 

As an example, the dealer notes on 
the catalog page the number of units 
of an item he feels is a normal stock. 
Each month, then, it is simple to bring 
the supply of that item up to the 
model stock requirement. The catalog 
sheet provides space to note the quan- 
tities purchased each month, the year’s 
purchases, the “model” stock, also 
which items are super-active sellers, 
normally active and slow movers. 

Promotion committee. The adver- 
tising program for retailers, prepared 
by Hardware Wholesalers, Inc., is for- 
mulated under the guidance of a lum- 
ber dealer advertising committee of 
nine active lumbermen. 

The 1958 members of this commit- 
tee include John Seagraves, Ditzler- 
Kelley Lumber Co., Huntington, Ind.; 
Bill Ransom, Kramer Bros. Lumber 
Co., Frankfort, Ind.; Forrest L. Stein- 
man, Steinman Bros. Lumber Co., 
Bluffton, Ohio; Loren Miller, Miller 
& Sons Lumber Co., Silver Lake, Ind.; 
Bill Dirr, Tenzer Lumber Co., Defi- 
ance, Ohio; Leslie H. Woodward, 
Woodward Pollock Lumber Co., Cold- 
water, Mich; H. L. Buckingham, 
Leesburg Lumber Co., Leesburg, Ind.; 
Bob Holt, Taylor & Co., Muncie, Ind. 


Last spring this group got out a 
Spring Sales circular, (11” x 14”) for 
use in April, May and June. This fall 
a Fall Sales circular is being pro- 
duced for use in September, October 
and November. 

These circulars list 50-60 items. All 
items on the inside two pages are 
priced individually by each dealer; 
items on the outside two pages all 
bear standard prices. The individu- 
ally-priced items include such items 
as wood sheathing, aluminum combi- 
nation doors, asphalt shingles, etc. 

The circulars are sold to dealers at 
$25 per thousand, with an initial set- 
up charge of $7 to handle setting type 


for the dealer’s individually selected 
prices. A colorful display kit is sup- 
plied for each promotion, available to 
a dealer for $5 each. In addition, an- 
extra 5% discount is offered to deal- 
ers who place their orders for the 
special sale merchandise before Jan- 
uary |. 

Another service offered is a mer- 
chandising aid showing how to plan 
and execute various types of sales. The 
ideas suggested for 1958 include an an- 
niversary sale and a dollar day sale, 
In addition, for continual use the 
firm supplies each dealer with “shop- 
per-stopper” ideas and display sugges- 
tions. Seasonal display cards and win- 
dow banners are offered, also an an- 
nual display kit. 

Dealer-owned. Hardware Whole- 
salers, Inc., is entirely owned by re- 
tail dealers. There are approximately 
130 retail lumber dealers among the 
list of stockholders; the rest are retail 
hardware dealers. The firm was or- 
ganized 11 years ago. Sales are lim- 
ited to stockholders, who invest $1,000 
upon admission to the organization. 
Stockholder dealers’ trading areas usu- 
ally do not overlap. 

The number of stockholders in- 
creased 20% from 1956 to 1957. 
Sales in 1957 increased 34% over the 
preceding year. To handle increased 
sales, Hardware Wholesalers is build- 
ing 42,000 square feet of additional 
warehouse space this year. 

The original reason for forming 
Hardware Wholesalers, Inc., was to 
provide independent dealers with the 
buying advantages and merchandising 
aids of chain organizations. Retail 
lumber dealer products include doors, 
metal windows, hand and power tools, 
builders hardware, metal building 
products, paint, roofing products, in- 
sulation products, gypsum board prod- 
ucts, hardboards and acoustical ma- 
terials. 


ANNUAL DINNER of stockholders is a big event, draws dealers to buy and 
learn from representatives of 200 manufacturers. 
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Wholesaling on the Move—Example No. 3 





TYPICAL OF TREND toward greater merchandising effort, Re- 
serve Supply Cooperative Corp., Chicago, manned this display 


booth at Illinois lumber dealer convention. 


SUBSTANTIAL WAREHOUSE of the multi-million dollar Chicago 


area reserve supply organization is to be expanded still fur- 
ther to accommodate business growth. 


Why Dealers Join A Reserve Supply 


Cash rebates possible through group buying is a powerful mag- 
net for 3,300 members; however, most dealers continue to buy from 


independent wholesalers. 


Here's the complete Reserve Supply picture. 


Lumber dealers continue to organize for group buying 
in reserve supply companies, although the independently- 
owned wholesaler remains in the saddle, both in number 
of dealers served and in sales volume. 

An American Lumberman survey of reserve supply 
companies reveals a slow growth in this field. There are 
only 30 reserve supply companies throughout the United 
States; their total annual volume is approximately $50 mil- 
lion. They have 3,300 members in 14 states. 

In contrast, just the 475 members of the National 
Building Material Distributors Association do an annual 
volume of $750 million. 

Reserve Supply Co., St. Paul, Minn., founded in 1926, 
was the first such organization in the field. It serves ap- 
proximately 1,800 dealers in four states. Last year its 
total sales was $20 million. 

The latest reserve supply to be organized in some time 
was opened in Florida this year. The average reserve sup- 
ply has 200 members and does an average volume of 
$112 million annually. It is interesting to note that the 
independently-owned wholesaler also averaged $112 mil- 
lion last year. 

There is a difference, however, in the balance sheets of 
these two types of wholesale enterprises. The independ- 
ently-owned wholesalers had a total operating cost of 13% 
on sales, while the reserve supply companies had an 
operating cost of 4% or less on sales. 

Reserve supply picture. What is a reserve supply com- 
pany? It is a wholesale building material warehouse owned 
by many of the well-established retail lumber dealers in 
the region it serves. It is organized as a corporation, paying 
the usual income taxes on all operating profit, which goes 
into its surplus. 

Each reserve supply member pays taxes on his year-end 
rebate based on his purchases; in contrast, the consumer 
co-op member pays no taxes. For example, Reserve Sup- 
ply Corp., St. Paul, paid over $144 million to its members 
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in rebates on purchases in 1957. In addition, it paid income 
taxes on $24,384, which was added to surplus last year. 

A reserve supply company seldom handles lumber prod- 
ucts, but usually carries several brands of asphalt roofing, 
insulation, gypsum board, hardboard, acoustical products 
and asbestos products and asbestos cement products. About 
half of the reserve supply companies warehouse plywood, 
builders hardware, metal building products, floorings and 
masonry products. A few handle windows and other 
millwork. 

Stock ownership in these corporations is usually limited 
to well-established retail dealers, although a few of them 





“Why | Buy and 
Don't Buy From 
a Reserve Supply” 


—as told by 
dealers 
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will sell any dealer. A dealer’s application for membership 
is screened by the corporation’s directors. 

A definite period of business experience is often a mem- 
bership requirement. New members must also purchase 
corporate stock in amounts varying from $1,000 to 
$5,000. 


Patronage refunds. One of the big incentives to mem- 
bership in a reserve supply are patronage refunds. These 
are usually paid in cash and may run as high as 7% of a 
dealer’s annual purchases. Since these refunds are paid 
once a year, most dealers enter them in their books under 
the heading, “other income.” 

These refunds bulk large in a dealer’s year-end operat- 
ing results. Last year this income equaled as much as one- 
quarter or more of some dealer’s net profits before taxes. 


Costs are cut. Most reserve supplies have no free de- 
liveries, although a few allow freight to the dealer’s yard 
or have a special pickup price. 

An important volume of the reserve supply business is 
in orders for direct shipments from manufacturer to re- 
tailer. This constitutes about half of the average reserve 
supply’s annual sales volume, ranging from as low as 20% 
to as high as 60%. 

The reserve supply’s sales out of the warehouse over a 
year’s time will be about six times the value of average 
inventory. In other words, a reserve supply warehouse 
will do at least $142 million business on a $250,000 inven- 
tory. In 1957, reserve supply sales volume dropped an 
average of 8% below 1956. 

Legitimate wholesalers? Some manufacturers have been 
reluctant to give full wholesaler discount status to reserve 
supply companies on the ground that these companies do 
not perform the true merchandising and selling function of 
a wholesaler. 

To counteract this feeling, there is a trend among re- 
serve supply firms to travel more salesmen among dealers. 
These salesmen are stressing retail merchandising aids, 
holding educational meetings with dealer personnel and 
the like. 

As this trend grows, it is obvious that operating costs 
will rise; how much depends on management skill. The 
average reserve supply currently has one man who con- 
tacts dealer-customers at their yards on a basis ranging 
from “infrequently” to once a week. 

Credit is tight. The American Lumberman survey dis- 
closed a striking difference in credit extension between 
independent wholesalers and reserve supply companies. In 
the average reserve supply operation, credit is on a short- 
term basis. Even the huge and well-established Reserve 
Supply Corp. in St. Paul offers a cash discount of 2%, but 
payment must be made within five days of invoice date. 
Statements are mailed twice monthly. 

Working capital of many reserve supply companies is 
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stretched tight—much tighter than an independently- 
owned wholesaler can manager. One possible reason is be- 
cause the reserve supply member feels he is buying from 
himself whereas when he buys from the independent whole- 
saler he feels that collections dre the other man’s problem 
and fail to recognize that extended repayment boosts op- 
erating costs and selling prices. 





“We always buy from the Reserve Supply because 
of the patronage rebate.” 


“We've reduced our inventory and we buy a lot 
more on pickup for delivery right to the job.” 


“Our turnover of inventory is better.” 


“It puts me on an equal footing with the big vol- 
ume-buying retailers.” 

“It tends to stabilize the market, because it’s a 
practical, legal way for dealers to work together.” 


* * cod 


Why I DON’T BUY from a Reserve Supply: 


“If we all start buying everything from the Re- 
serve Supply, we'll soon have the wholesalers in 
competition with us.” 


“The well-trained wholesale representative is a 
real help to us. When a new product is developed, 
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he helps us merchandise it. When we have a com- 
plaint, he backs us up, too. We don’t get this from 
Reserve Supply.” 


“We get better treatment from the wholesaler, 
better delivery; and sometimes our pool car buying 
through the wholesaler is cheaper than through Re- 
serve Supply.” 


“The wholesaler is slower in sending out bills and 
has a longer discount period than the Reserve Sup- 
ply.” 


“We're a selling organization; we get more selling 
help from the good wholesalers.” 
“By working with wholesalers, I get special bar- 


gains constantly that wouldn’t be open to us if I 
didn’t play ball.” 


“The management of the Reserve Supply is con- 
trolled by other lumber dealers, my competitors.” 
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Wholesaling on the Move—Example No. 4 





WHOLESALER EVANS received ‘‘lumber- 
man-of-the-year’’ award from president 
H. E. Montgomery of the Buffalo Tally 
Stick & Rule Club. 


ARCHITECT-DESIGNED, the Evans building product display rooms were erected at a 
cost of $20,000. New panel galleries were opened to the public in July, 1958. 


How Service Beats Price 


Here's a wholesaler who never asks for the order, never 
solicits a new account, always waits for an invitation to call. 

These contradictory policies to traditional salesmanship 
have proven successful for this New York state wholesaler, who 


explains the 
program. 


By J. C. L. EVANS, president 
Evans Lumber Co., Buffalo, N. Y. 


We operate a wholesale distribut- 
ing yard, which is divided into three 
departments: lumber, millwork and 
specialties. We sell to retail lumber 
dealers only. To guard against devel- 
oping unrelated lines of products that 
would require outlets other than retail 
lumber dealers, we limit our products 
to “carpenter-applied items that are 
generally sold by retail lumber deal- 
ers.” 

We have definite policies governing 
every step we take in the distribution 
of our products. Each product is con- 
trolled by its own individual distribu- 
tion program. All programs are built 
around our theory that the most ef- 
ficient method of obtaining and re- 
taining good business is by stressing 
service. This is something our com- 
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why" and ‘“‘how’’ of his unusual operating 


petitors can’t undersell and remains 
the most effective way of overcoming 
price competition. 

We have men who call regularly 
on our retail lumber dealer customers. 
They are not salesmen in the gen- 
erally accepted meaning of the word. 
We refer to them as territorial man- 
agers. Trained and experienced in ex- 
plaining our policies, programs, prod- 
uct information and our interpreta- 
tion of good distribution, their job is 
to develop and hold customers through 
service. 

As each man takes off on his first 
solo trip into this territory, he is re- 
minded of the attitude expected of 
him toward his job. He was told, “We 
are not concerned whether you ever 
bring back an order with you, as long 
as you concentrate your efforts on 
gaining the confidence of your cus- 
tomers by giving them _ intelligent, 
thoughtful, studied personal service. 


We are concerned about the pos- 
sibility that you may acquire the habit 
of going into an office with the single 
purpose of coming out with an order. 
Your first and most important objec- 
tive is the customer, not the order. Do 
something for our customer before 
asking him to do something for us.” 


Best plan. This policy of stressing 
service is just a hard-boiled plan to 
get good business by way of the fair- 
est, cheapest, easiest, simplest and 
pleasantest process we know. 

In 1935, we launched our com- 
pany on this philosophy in the belief 
that if we could gain and retain the 
retail lumber dealer's confidence 
through better than average service, 
he’d send his orders in as his needs 
arose, saving us much of the expense 
of sending out salesmen for these spe- 
cific purpose of picking up each or- 
der. Our sales programs are built on 
the belief that service will overcome 
price competition. Fighting low prices 
with lower prices is just another type 
of war in which everybody loses prof- 
Its. 


Customers selected. Our only cus- 
tomers are retail lumber dealers. We 
approach a prospective customer for 
the first time only upon his invita- 
tion. We don’t invite him to buy from 
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SOLID WOOD PANELING decorates the office at Evans Lumber Co. Dealers, con- 
tractors and architects bring clients here; the firm sells only to selected lumber 


dealers. 


us. He invites us to sell to him. Pros- 
pective customers are thoroughly in- 
vestigated before we sell them. Our 
decision to sell him is influenced main- 
ly by his intentions and purposes, his 
financial status, business practice, his 
physical setup, and his connections, if 
any, with other businesses. We have 
helped many retail lumber dealers in 
getting started and we have also found 
it necessary to turn thumbs down on 
a few rather large, well-rated com- 
panies. 

The fact that his company name 
includes the word “lumber”, or that 
he is buying from one of our com- 
petitors, or that he belongs to the re- 
tail lumber association are not decid- 
ing factors in our decision to sell or 
not to sell him. 

At the foot of our price lists are 
the words, “We carry all items in 
stock every day of the year.” This 
means large inventories rather than 
fast turnovers. This is to support our 
policy of giving the retail lumber 
dealer what he wants when he wants 
It. 

A simplified method of making our 
price lists more useful has resulted in 
higher profits and a more stable mar- 
ket for retail lumber dealers. The 
dealer gets 33%-40% markup on ma- 
terials he picks up at our warehouse. 
We issue two price lists for each 
product. One is the retailer’s buying 
list. The other is the retailer’s selling 
list. The buying list prices are net, 
f.o.b. our warehouse, no quantity 
brackets, no quantity discounts, just 
one price for each item. The selling 
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list prices are suggested selling prices. 
Watching the results of changing mar- 
kets on the retailer’s profits included 
in these selling lists is our responsi- 
bility. It is our responsibility to keep 
these price books current. 

Sales motivation. It is quite possible 
for a sales incentive program to work 
against a company and its salesmen 
instead of for them. The salesman 
who is under pressure to bring in 
more orders, or whose job depends 
solely on the orders he brings in can 
very easily develop methods to obtain 
those orders that are good neither for 
his customer, himself or his company. 
Stimulating sales by sales quotas stim- 
ulate his desire for more orders, not 
his desire to give more service. 

We favor programs that will stim- 
ulate the customer’s selling and pro- 
grams that motivate our sales through 
stimulation of better service. All 
distribution programs now in use by 
our company have been developed 
at Monday night meetings with a pol- 
icy-making group. This is made up of 
our department managers and the 
men who call on the retailers. Each 
man responsible for the program has 
a self-inspired incentive to see his pro- 
gram work. 

It should be remembered that a 
salesman who is expected to concen- 
trate on service to the customer must 
be supported and governed by well- 
developed service programs set up by 
his company; and a program which 
places an abnorma! mental or physi- 
cal pressure on the salesman can de- 
feat its own purpose. 








Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements 





*Hamer Lumber Sales, inc., Kenova, W. Va. 


Exclusive Sales Agents for 
4. P. Hamer Lbr. Co., Inc., Kenova, W. Va 
Hamer Lbr. Corp., Appalachia, Va 
Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Ya. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mohogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Fiooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Member Appalachian Hardwoods 


Manufacturers, Inc. 


alwoys specify 
APPALACHIAN HARDWOODS 


Circle No. 24 on Coupon, page 80 
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(Here's the one that ) 


WON'T SHRINK 
This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 


P U TTY dealers a bigger profit. 


WILL NOT SHRIN«| SELLS BETTER because 


WATER 








K| 
STICKS AND STAYS pir it WORKS BETTER. 
u 


st dealers report: 
sales of Dur- 

Rock - Hard 

t Putty keep 
ling, year after 
What’s more, 
ham’s Rock- 

i Water Putty 
gives you by far the 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
vhy it sells so fast, and repeats so regu- 

. Many patching materials may shrink, 

ll out or chip off. Durham's Rock-Hard 
ter Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
hisel it, paint or polish it to a velvet smooth 
sh, E Keeps indefinitely. So 
omical. Just mix with water as 
eded. e Packed twelve 1-lb. cans or six 
cans to case Keep some of each on dis- 
Available in 25, 50, 100-lb, drums for 
istrial users. Order from your jobber. 


PLASTIC Repair Material 
in POWDER Form 


Circle No. 25 on Coupon, page 80 


100 WAYS TO CUT 
MATERIAL HANDLING 


—_ 


DONALD 
DURHAM 
COMPANY 


~asy to use 


The 














vew FREE 
BROCHURE 


YOURS FOR THE ASKING! 


This new booklet gives you 100 fresh 
ideas on effecting economies in 
Lumberyards, Warehouses, Factories, 
ond Shipping Departments. 


In addition, you'll find out how 
Manpower, Inc. employees can be 
used temporarily to effect 

further savings. Manpower, Inc. Car 
Unloaders, Warehousemen, and 
General Laborers will do your 

work as long as you need them at~ 
low hourly rates. 


Attach this ad to your letterhead 
and mail today to: 
A decade of Business Service 


manpower, inc. 


over 140 offices in U.S., Canada, & Abroad 


World Headquarters 
817 N. Plankinton Ave., Milwaukee, Wis. 


Circle No. 26 on Coupon, page 80 
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Wholesaling on the Move — Example No. 5 











8'x12' WALL FOR LESS THAN 


IN 4 BEAUTIFUL MAHOGANY SPECIES 


HARDWOOD 


© MANA MAHOGANY / ue 
@ FRUITWOOD MAHOG. ONL 


@ BLOND MAHOGANY 
© BELLA ROSA MANMOG. 


re 
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j 
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Filled, 
developed by the £. 1. Bruce Co., world famous for 
finished hardwood flooring! 


$40” 


WELSH REFINISHED MOULDED V-GROOVE 
PLYWOOD PANELING! 


HANDY 4'x8'x's" PANELS 


4x10 PANELS AVANLABLE 
~ FOR PEGGED AND CROSS-SCORED PANELS ~ ADO $i PER PANEL — 
stoined, woxed with patented machine and processes 
quality pre- 





DISPLAYED AND SOLD ONLY THRU 
RETAIL LUMBER AND PLYWOOD DEALERS 








ROYAL OAK, Mi WIGAN 





BYRNE PLYWOOD ¢0. 


ta a 
13” 
1” 
22" 











LOCKE LUMBER 





RETAIL SALES OF PREFINISHED PANELS were boosted by Byrne Plywood Co. These 
three newspaper ads appearing in a recent Detroit Sunday edition were inspired 
by Byrne, but each dealer paid his own bill. Byrne's large ad told product story; 
dealer ads directed customers to their stores. 


Wholesaler Helps Dealers Sell 
750,000 Feet Hardwood Paneling 


Strong co-op promotion helps Michigan jobber set 


six-month’s sales record. 


By working closely with their retail 
dealer customers, Byrne Plywood Co., 
Royal Oak, Mich., has sold 750,000 
square feet of highgrade pre-finished 
hardwood plywood panels in the last 
six months. 

This record has been set in an area 
hard-hit by the cutback in automobile 
production. Manager Jim Byrne has a 
three-point program that has worked 
wonders. 

1. Cooperative newspaper ads in 
which wholesaler and _ dealer 
achieve double impact with side- 
by-side position. 


. Wholesaler calls on architects 
and contractors in behalf of re- 
tail dealers. 

3. Direct mail with retailer tie-in. 

“In newspaper advertising,” ex- 
plains manager Byrne, “we tell a deal- 
er that we'd like to run ads in his local 
newspaper telling about prefinished 
plywood panels and emphasizing that 
they are displayed and sold only 
through retail lumber dealers. 

“We invite him to take space in the 
same issue, highlighting his yard as 
the place to buy the panels we’re fea- 
turing in our ads. We pay our bill and 
he pays his and the customers are di- 
rected to his yard. 

“In one case a retailer was building 


a new display room and asked us for 
some panels for wall installation. We 
suggested an alternative: instead of 
the panels, we offered to spend the 
same amount of money in local ad- 
vertising to bring customers into his 
store. The dealer agreed and was very 
happy with the results.” 

As the result of his intensive pro- 
motion, Byrne says the manufacturer 
lists him as the top wholealer among 
the 88 jobbers handling the line—and 
many of these areas are in a much 
better general economic condition 
than his. 





Capitol Products Expands 


Improved service for western and south- 
western dealers and builders was inaugu- 
rated with the dedication of a new Capitol 
Products Corporation plant in Sherman, 
Texas, recently. The new plant will manu- 
facture Capitol’s line of aluminum prime 
building products as well as serve as a 
focal point for prompt service on building 
specialty products to dealers west of the 
Mississippi. 

The Sherman plant is a modern single- 
story structure of 72,000 square feet. It 
was constructed on land owned by the 
company and it is the first Capitol Prod- 
ucts plant outside the company’s home 
state of Pennsylvania. 
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any carpenter can install a TRUSCON Hollow Metal Door 








1. ASSEMBLE FRAME. Slip two jambs into header. 
Bend and clinch two tenons at each corner. 








2. SET FRAME IN PLACE. Set frame in 
plumb. Bend over stud anchors Then 


5. INSERT HINGE PINS. Simply drop pins in 


leaves, tap dowr 


, REPUBLIC STEEL 


TRUSCON STEEL DIVISION 


Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 
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3. NAIL TO STUD. Nail bottom anchors first 
the rest. Recheck for trueness 


6. INSTALL LATCH AND STRIKE. Simply screw 
to prepared holes. No mortising 


and Frame...in just 15 minutes... 


Installation is just the final chapter in the story of Truscon’s 
Series 50 and Series 57 Hollow Metal Doors. 

The story starts at the Truscon factory. Here, skilled engi- 
neers use highest quality steel in designing America’s finest 
building products—windows, casements, doors, metal lath, 
and other home building products. 

The real story is told by Truscon dealers and the 25 
Truscon Warehouses conveniently located from coast-to- 
coast who are able to supply builders and contractors these 
products with immediate delivery to keep schedules on time. 

Learn about Truscon’s facilities and abilities. Learn about 
Truscon’s available dealerships. Write today. 








a 
4. SET DOOR IN PLACE. First, apply hinge 
leaves (no mortise to take time). Then, set door 


in frame 





7. INSTALL LOCKSET. No barrel hole-to bore 
No tedious measuring. You're done! 


-—-------------4 


REPUBLIC STEEL CORPORATION | 

TRUSCON STEEL DIVISION | 

DEPT. C-6124-B | 

1058 ALBERT STREET » YOUNGSTOWN 1, OHIO 

Please send the following Truscon literature: | 
Truscon Hollow Metal Doors 

O) Series 50—Residential and Small Buildings l 

O) Series 57—All-purpose interior, exterior door | 

O) Truscon Building Products | 

O Truscon Full-Time Warehouse Support | 

| 

| 

| 

| 


Name Title 
Firm 
Address 
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In storm doors 


and windows... 


YOUR GROWTH 
STARTS HERE 


- Mechanicsburg, Pa. Hazleton, Po. 








pa ar r wi <i 





...@ leader in aluminum fabrication and world’s larg- 
est manufacturer of aluminum doors . . . supports its 
dealers and customers with completely integrated 
facilities .. . from smelting through engineering, design 
and fabrication . . . and national distribution. The 
advantages for you: finer products, better service. 


The illustrations here indicate the scope of Capitol operations, the size of the company 

that stands behind you. 

Dealers get prompt and efficient service from a network of Capitol Fabricator-Distributors. 

Doors are stocked in large quantities for immediate delivery. Windows are made to dealer’s order 
from Capitol lineals by locally situated Fabricator-Distributors. And dealers get extensive 

local advertising and merchandising support through this Capitol distributor. 

You have the product... a real brand name .. . finest quality anywhere . . . competitive pricing... 
and complete support from a large, successful, expanding corporation. You can grow with Capitol! 
Ask about a profitable Capitol franchise . . . today! We’ll send you the name of the nearest 
Capitol Fabricator-Distributor, who can put you into business at once. 


COMBINATION STORM DOORS, WINDOWS, SCREENS 
e JALOUSIES « ROLLING GLASS DOORS e¢ PRIME | 


WINDOWS e« WINDOW WALLS e EXTRUSIONS 


Mechanicsburg, Harrisburg, Hazieton, New Oxford and Philadelphia, Pa. 


Manufacturing and Warehouse Facilities: Chicago « St. Louis « Sherman, Texas * Anaheim, California 


Sherman, Texas New Oxford, Poa. 


CAPITOL PRODUCTS CORPORATION 
Mechanicsburg 128, Pa. 


Please send me complete information about a profitable Copitol Franchise, 


and the name of my nearest Capitol Fabricator-Distributor. 


NAME PHONE 








CAPITOL... A SINGLE SOURCE, SINGULAR COMPANY 
SERVICE FOR ALL YOUR ALUMINUM DOORS ADDRESS 
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Handyman Profits 


Do-It-Yourself Still Growing 


Exclusive marketing report shows products selling best, 
trends in display and merchandising. 


Because no broadline survey has 
been made on the do-it-yourself 
market for building materials since 
1954, American Lumberman last 
month contacted more than 500 deal- 
ers to discover the sales trends. 

The survey was made to find if 
rumors that do-it-yourself sales had 
declined were correct. Lacking facts, 
American Lumberman went directly 
to dealers selling this class of trade 
six days a week. 

The facing chart compares do-it- 
yourself sales in 1954 to those in 
1957. In this three year interval, 
49% said their sales were up; 37% the 
same and 14% down. 

Questions were also asked on key 
products. It was no surprise to find 
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that 73% of the dealers said their sales 
of ceiling tileboard were up sharply. 
Close behind came hardwood ply- 
wood, up 69% and fir plywood up 
60%. 

Not all products did quite so well. 
In the down column dealers said 
plastic tile dropped 33%; floor tile an 
average of 24%; lumber sales 23% 
and laminates 16%. 

There were a few surprises revealed 
by certain questions asked during the 
survey. For example, handy fir ply- 
wood racks have been promoted for 
several years, but oniy 56% of the 
dealers queried have them in use. 
Hardwood plywood, on the other 
hand, is getting the royal treatment 
with over 75% of the retailers saying 


ATTIC OR BASEMENT 


they have a good-sized display. 

Self-service lumber bins to speed 
up the handling of consumers are far 
from widespread. Only 20% of the 
dealers have them presently in use. 
This suggests one area the National 
Lumber Manufacturers might explore 
as they ready their $1.2 million pro- 
motion program for introduction this 
fall. As the situation now stands, only 
hardwood plywood can be assured of 
good display to the public. 

Hand tool results were especially 
interesting because they proved again 
that it takes a full line to merchandise 
a department. Note that full line 
dealers sales were up 59%, while lim- 
ited retailers only had a 16% increase. 

A real surprise was the excellent 
performance on builders hardware. 
Sales to contractors building new 
homes may be off, but consumers 
bought nearly 50% more building 
hardware from dealers last year. 


August 18, 1958, AMERICAN LUMBERMAN AND 











HANDYMAN TREND SURVEY 


(1954 Compared to 1957) 


Total Handyman Sales 
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Hardwood Plywood ’ 
(Have large display 75%) 





Fir Plywood 
Have handyman racks 
Yes 56% No 44% 





Paint 
Have mix systems 85% 
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Lumber 
Self-service lumber 
Yes 20% No 80% 


a 


ae 


40 Yo 





Builders Hardware 


22% —_— 
24% 


UP 
49 Yo 


26% 


42% 


73% 
oO 


60% 
5 5 ° A 
51% 


AD Yo 





Floor Tile 
Asphalt 
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Vinyl 
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Plastic Wall Tile _ 
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Power Tools 
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Hand Tools 
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Setback for Do-it-Yourself? 


When Dillard Munford started his 
chain of retail building product stores 
in the southeast six years ago, he en- 
visioned 100% do-it-yourself trade. 
As a consequence he located his stores 
at prime retail locations, some in new 
shopping centers. 

As of the first of this year the 15 
Munford-owned stores (and some of 
the 20 associate stores) changed to a 
cash-and-carry policy and the manage- 
ment says that many customers today 
are contractors and building trades 
men. Some of the most productive out- 
lets have proved to be those in sec- 
ondary retail locations where lower 
rentals and operating costs hely keep 
margins to a minimum The company 
has enjoyed a considerable sales rise as 
a result of the cash-and-carry policy, 
according to the Munford manage- 
ment. 

All of the Munford stores are lo- 
cated in the south, where traditional- 
ly there are fewer do-it-yourself home- 
owners than in the northern and west- 
ern states. 


LUMBER is still a major do-it-yourself category, but 23% of surveyed dealers said that 
lumber sales to handymen are less today than in 1954. Some 51% of dealers said 
lumber sales to this trade has steadily increased. Only 20% of dealers surveyed have 
self-service lumber racks which handle jag trade at minimum selling costs. 
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MACKS deserve the best 





in parts and service 


For all its rugged stamina, your Mack is a pre- You operate the world’s best trucks when you 
cision machine. You can dull the edge of its own Macks. Keep ’em that way with the world’s 
remarkable efficiency with replacement parts best parts—made by Mack ... made for Macks. 
that aren’t engineered to Mack’s matchless Mack Trucks, Inc., Plainfield, New Jersey. In 
standards. Macks deserve the best—Genuine Canada: Mack Trucks of Canada, Ltd. 
Mack Parts. 

So insist on the premium performance you’ll 
get with Mack Parts—designed or tested by MAC K 
Mack engineers and guaranteed to perform like 
the original units. Even better, in some cases, first name for 


for Mack components are continually improved 
as new methods and materials are developed. TR UCK s 
EVERYWHERE A MACK GOES...THERE ARE MACK PARTS...AND MACK SERVICE 
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NEW. SelingIdeas om 
CONTINEN TAL 


Sales Tested and Profit Proved 


| NEW! The Brightest Ornamental 
se SMM Lalla all Fence Ever Seen! 


KOKOMO, s 

Now you can offer more beauty than ever in Orna- 
mental Lawn Fence. Continental’s long-lasting 
bright finish provides sparkling appeal to your fence 
department. The heavy, full gauge copper steel wires 
are closer, uniformly spaced. Single or double picket 
styles in popular heights. Three styles of gates, with 
frames of 14%” hot galvanized tubular steel. Sell 
more fence. Sell Continental! 


Flower Bed Border—Made in the same super- 
bright finish copper steel wire as lawn fence. Avail- 
able in 16” and 22” heights. Provides smart 
protective frame for flowers. 


NEW! Galvanized Wire Fabric 


For window guards, tree guards, animal pens, 
fences, grills, etc., there is no better than Continental 
Galvanized Welded Wire Fabric. Scores of uses for 
every home. Popular mesh sizes and widths. Gal- 
vanized coating provides protection against rust 
and corrosion. 
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CONTINENTAL NAILS 


NEW RING SHANK AND SCREW SHANK 
PLUS 10,000 OTHER KINDS AND SIZES 


= —_ S 
yes seencs d wdc 


Sdddddddddddddddaddadadddailinny 
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RING SHANK and SCREW SHANK Nails are recent 
additions to the Continental line, one of the widest and P ee coer ntNTAl 
most complete line of nails obtainable anywhere. Con- 
tinental Ring and Screw Shank Nails are available in a CONTINENTAL NAILS are packaged in 100 Ib. and 50 Ib., 
range of types for many special uses. They actually im- cartons;101b.,51b., and 1 lb. boxes. New King-Size Nail Guide, 
prove in holding power as wood seasons to eliminate one of the finest ever designed, available to Continental Dealers, 
pop-ups, squeaks, and splits. Write for new nail catalog. free on request. 


83 fast-selling steel products from one source 
See your Jobber, or write direct 


CONTINENTAL STEEL 


CORPORATION + KOKOMO, INDIANA 


Two kinds of barbed wire, Steel Fence Posts, gates, 
also spooled wire for auto- Steel Roofing and Siding 












All styles of farm, poultry, 
ornamental and chain link 
fences to suit all needs. 







matic balers, bale ties, etc. and other quality supplies. 
\\ \ 
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Each supplier paid $60 for space. 
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POWER TOOL DISPLAY was one of 16’ wide booths taken by 16 separate suppliers. 


GERMANTOWN’S 


A HOW TO DO IT HOME SHOW 
WISTER-HEBERTON 
LUMBER COMPANY 
& 16 MFGRS. OF BUILDING MATERIALS 


EAN MERITTORS 
Rariite Radersen Wiedewsils U.S. Gypsom Company Mergen Miliwarh « 


Gromer Fearing “a. 
f Raddie Piyweod Cop —Onioter Corporation WC Ashawtelte: Co. 
Block & Decker Too! Ge. Certain-teed Products Gerson Lime Gompasy Fencing Oiaplay 


Recy buts Showreem 
Cheiten & Peiashs 


APRIL 
10-11-12 


Mie OPM 


GRAND DOOK PRIZES 


/ 

J, 

ey WISTER-HEBERTON 
at ITER - HESERTO 


Ot 05500 


BIG NEWSPAPER AD promoted brand 
names, played up Wister-Heberton’s 
‘first’ in staging how-to-do-it show. 


How-to-Do-It Show Pulls 2,000 


Dealer stages own four-day show in abandoned auto 
salesroom. Result: $2,500 in cash sales, many good leads. 


Taking over a vacant auto show- 
room for four days, secretary John M. 
Moran and brother Joe, co-managers 
of the Wister-Heberton Lumber Co., 
Germantown, Penna., staged a how- 
to-do-it home show this spring that 
pulled 2,000 people. 

More than that, the firm can pin 
down at least $2,500 in cash sales as 
a tangible result in addition to plenty 
of good leads. The show was so suc- 
cessful that the Morans are planning 
to make it an annual affair. 

Each of the 16 exhibitors, who 
manned their own booths, paid $60 
for a 16’ space. Advertising, rent, 
heat, door prizes and incidentals cost 
Wister-Heberton about $500 above 
assessments received for exhibit space. 

The first evening of the show on 
Wednesday was reserved exclusively 
for the firm’s builders and contractors. 
The last three days of the week, the 
show ran from 2 to 9 p.m. with two 
door prizes given away each night. 
These included sufficient ceiling tile 
and prefinished flooring for a 12’x12’ 
room. 

Strong advance promotion was used 
to build up interest and attendance in 
the show. A direct mail brochure nam- 
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ing the cooperating suppliers and ex- 
plaining what people would see at the 
show was mailed to 4,000. The firm 
also ran big display ads together with 
banners and posters in the local stores 
and on telegraph poles. 


“The cooperation from our suppli- 
ers was excellent and they feel the 
Moran brothers and Wister-Heberton 
Lumber Co. are going to ‘hustle’ 
themselves to the top,” observes John 
Moran. 


RW 3 Ps 


GARDEN AND PATIO SECTION beautified entrance area and sold a lot of fencing. 


Landscape consultant also got business. 
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S O c ASY TO Sell B & M architecturally- 


approved, conveniently - 


MAKE MONEY piatlnghd nny isa 
all-aluminum and all-steel 


ON 


carports, with low prices 
and long profits for you. 


Beautiful new 
we 10%” x 2” roof panel— 
strongest on market 

(A 


B & M carports are made and guaran- 
teed by the South’s largest aluminum- 
awning company. They’re beautifully 
designed to sell on sight. New exclusive 
structural roof panel interlocks to give 


complete rain protection. No clips or New interlocking 
screws. Rolled gutter facing in heavy seam—No leakage, 
aluminum or steel lets water drain at _no screws in roof area 


corners only. All parts painted, with 








B & M Patios—any sizes 


Ready fo install 


& x 10’ or 6’ x 12’ 
Utility Rooms available 








gs’ 
MS 


10-yr. paint | 
guarantee. Any 

size available up 

to 30 ft. spans with no 

center posts. Standard 

sizes are: 10’ x 20’, 12’ x 20’, 

10’ x 24’, 12’ x 24’. Posts are 
heavy 2” x 2” x .055” galvanized 
steel. Roof supports 25 lbs./sq. ft. 
and 40 lbs./sq. ft. weight. The only 
nationally-advertised 12 x 20 
aluminum carport on the market. 


B & M Carports are shipped complete in 
easy-to-handle packages, ready to install, 
with easy-to-follow photo instructions. Two 
men can install a B & M Carport in 3 hours. 
Sell one with every new home—or to replace 
old carports, sheds, etc. Send in coupon now 
for full information and B & M prices! 


See our display at the National Hardware Show 
Sept. 29-Oct. 3, Booth 1442, Coliseum, New York City 


Be M corporation 


HOUMA, LOUISIANA 


South’s Largest Makers of Aluminum 
Awnings, Carports, Patios, Marquees, Lawn Umbrellas 
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SELL A 
10’x20’ ALL STEEL 
or ALL ALUMINUM 


CARPORT 
sues 195° 


QUALITY FEATURES 


. Heavy Metal 

. All around guttering neatly faced 

. No bulky framework 

. The only nationally-advertised 12 x 20 aluminum carport 
. Up to 30 ft. widths with no center posts 

. Easiest to install, fewest posts 





(A A OO A A SS OS 
B & M Corporation 

Houma, La. 

Gentlemen: Please send me full 

information on your carports and patios. 








Address 
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Handle longer loads... 
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Carry “hotshot” loads to the building site in 
this INTERNATIONAL light-duty stake truck. 
Rugged body and chassis and economical high- 
torque engine make it a welcome addition to 
any construction fleet! Roomy, three-man cab 
and easy handling make it a pleasure to drive! 


INTERNATIONAL TRUCK 
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Here’s an International compact-design tractor built 
to do a heavyweight hauling job at lowest cost! 


Easier Handling! Compact design 
means shorter turning radius— makes 
maneuvering with long loads easier and 
safer. Driver has better close-up vision. 
Bumper-to-back-of-cab dimension is less 
than 90 inches. Overall length with 
trailer is 16 inches shorter than other 
conventional models. 


Lively, low-cost power ! INTERNATIONAL 
Black Diamond six-cylinder engine com- 
bines higher torque and more usable 
power with fuel economy. Available with 


factory-installed LPG fuel system. 


Driver comfort! One-piece, full-width 
(over five feet) seat supports driver and 
two helpers comfortably. Convenient low 
steps save effort. Sweep-Around wind- 
shield assures driver constant command 
of any situation. 

Remember: INTERNATIONAL offers the 
most complete truck line... and INTER- 
NATIONAL Trucks cost least to own!* See 
your INTERNATIONAL Truck Dealer for 
the model that’s right for your job! 


*Signed statements in our files, from fleet operators throughout the U.S., back up this statement. 


cost least to own! 
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International Harvester Company, Chicago 
Motor Trucks ¢ Crawler Tractors 
Construction Equipment « McCormick® 
Farm Equipment and Farmal!® Tractors 
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THREE-PART SALES SLIP (above) is prepared for 
charge customers. Register adds the items and prints 
the total on the customers’ and stores’ copies. Printed 


figures must agree with written total. 


Self-Service 


Mechanized 


Checkout 


& 


Cash and charge sales departmentalized and totaled 
for quick reference, speedy service by special registers. 


One of the main problems in a self- 
service layout is handling customer 
transactions quickly and accurately. 
The McHugh brothers, Robert P., Jr. 
and Stewart, believe they have solved 
that problem at their new Lumber- 
teria, Silverton, Ohio, with a mech- 
anized checkout system. 

Two cash registers in the Lumber- 
teria have separate sales totals for 
paint, hardware, lumber, miscellane- 
ous (waxes, unfinished furniture, pat- 
terns, etc.), outdoor living items, build- 
ing materials, rental, sales tax plus a 
total for cash, charge and received- 
on-account transactions. 

How it works. This is how the sys- 
tem works. As the cash customer 
reaches the checkout counter, the 
cashier records the amount of each 
item separately, using the proper de- 
partment key. Each customer can see 
the item as it is recorded by looking 
at the large figures at the top of the 
register. 

After recording all the merchan- 
dise, the cashier secures an automatic 
sub-total from the register to be used 
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in figuring the state tax. Next, the 
tax figure is recorded on the register 
using the tax key. The register then 
indicates the entire amount of the sale. 

Receipt issued. As amounts are re- 
corded on the register, a cash regis- 
ter receipt is automatically printed. 
The receipt is given to the customer 
as a take-home record of the trans- 
action. With a printed receipt, there 
is no necessity for writing a sales slip 
on a Cash transaction. 

Charge sales. If a customer says 
“charge it,” the transaction is handled 
in the same manner as a cash sales 
except a sales slip is prepared. The 
total amount of the sale is printed in 
one operation on both the customer 
and store copies of the sales slip. This 
printing assures both the management 
and the customer that the transac- 
tion was properly handled. 

When a monthly statement is ren- 
dered to the customer, the second copy 
of the slip is attached to the statement 
and the third copy is retained as a 
permanent file copy. 

As money is received on account, 
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CEIPT (left) itemizes each item pur- 
chased together with sales tax and 
correct total. 


CHECKOUT REGISTERS are located at both ends of 
the Lumberteria. Department sales figures are printed 
on a tape which is kept under lock and key. 


Courtesy National Cash Register Co 


it is recorded through the “received- 
on-account” key and the name of the 
customer is written on the cash reg- 
ister receipt, which is placed in the 
cash drawer to be used later by the 
bookkeeper as a posting memo. 


Fingertip bookkeeping. To secure 
necessary figures, all the bookkeeper 
has to do is to unlock the register 
and press each of the keys in turn. 
All the department sales figures and 
transaction totals are printed on a 
tape, which is kept under lock and 
key. These daily sales figures are giv- 
en to the McHugh brothers and the 
store manager and serve as a buying 
and advertising guide for each depart- 
ment. The sales activity in each de- 
partment can also be easily checked. 


The McHugh brothers say that cus- 
tomers like the advantage of paying 
for their purchases as soon as they 
have completed their shopping. At the 
same time, they can check their pur- 
chases as they are rung up on the 
special register. 

The new store featuring piece- 
priced lumber was designed by Joseph 
Guillozet, merchandising and market- 
ing consultant, Cleveland, Ohio. 


1958, AMERICAN LUMBERMAN AND 














PUNCHING THE CARDS from Thompson's three basic business information sources, 


the machine operator prepares and verifies data for machine analysis. 


No more hand written ledgers and journals... 


ACCOUNTS PAYABLE DATA contained in 
the voucher checks seen here have been 
translated into punched-card language. 
Cards in right hand hold all data. 


Punched Cards Save Time, Money 


Monthly financial statements become valuable manage- 
ment guide for Illinois firm. You do not need to buy or lease the 
equipment. Here's how the system works. 


Complete financial statements, in- 
cluding budget comparisons, are ob- 
tained within two days following the 
end of the month at Thompson Lum- 
ber Co., Champaign, IIl. 

The whole job is done on machine- 
analyzed punched cards at a cost of 
$108 per month. Month-to-month fi- 
nancial records have become an im- 
portant management tool ever since 
the system was installed two years ago. 

“The tangible advantage of this 
system,” explains president Clarence 
Thompson, “is the elimination of hand- 
written records and reduced bookkeep- 
ing costs.” 

How system works. The punched 
card system has replaced Thompson’s 
conventional post binder ledger and 
journal records. To replace them, 
Thompson arranged with a _ nearby 
manufacturer having some open time 
in its own punched card department 
to take over Thompson’s’ work. 
Thompson’s records are sent to this 
outside firm at the end of each month. 
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The completed reports come back two 
days later. 

Punched card information is taken 
from Thompson’s three basic record 
sources: (1) Voucher checks combining 
check and remittance information. (2) 
A daily check-out sheet which covers 
sales, accounts receivable transactions 
and cash paid out items. (3) A journal 
register on which journal entries are 
listed for each month. 

Voucher check. The voucher check 
is a triplicate form. The check is writ- 
ten when the supplier’s invoice is re- 
ceived. The voucher shows account 
distribution. The unsigned checks 
serve as accounts payable records. 
They are filed by discount date. When 
the check is mailed, the second copy if 
filed according to supplier’s name. The 
third copy is held for the punched- 
card analysis. 

Daily check-out. The daily check-out 
sheet contains sales totals, accounts re- 
ceivable charges and collections, bank 
deposits and cash pay-outs. In Thomp- 


son’s application, only the various 
daily totals for the several account 
numbers are listed. 


Journal register. Journal entries are 
entered on the journal register at the 
end of each month. Depreciation ex- 
pense, insurance write-offs and tax 
accruals, plus accounts payable ac- 
curals make up the greater part 
of these entries. These adjustments 
change the accounts from a cash basis 
to an accrual basis. 

Accounts payable. The accounts pay- 
able entry is figured by running adding 
machine tapes of the voucher checks 
not yet mailed to vendors when the 
month ends. This accounts payable 
entry is then reversed at the end of the 
next month. 

Handling accounts payable like this 
eliminates the need of maintaining de- 
tailed accounts payable ledgers. At 
the same time, a complete record is 
retained of all expense and purchases 
for inventory. This complete record 
is the file of check vouchers, filed by 
vendor and date. 

Reports prepared. Within two days, 
Thompson management has complete 
financial statements. In addition, the 

(continued on page 77) 
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WHOLESALER OPERATES 


(begins on page 37) 





more than a score of manufacturers’ 
sales aids at the dealer level. 

One valuable contribution made to 
the industry by the Hastings organi- 
zation is the development of samples, 
which consider the space problem ev- 
ery lumber dealer faces, yet do an 
effective point-of-sale job. Several 
such sample boards have been devel- 
oped by Jeffery, one for ceiling tile 
and others for prefinished hardboards 
and a line of window units. They 
have since been approved by the re- 


spective manufacturers for industry- 
wide distribution. 

Close contact with the dealers by 
Hastings’ salesmen brought home the 
necessity for compact point-of-sale 
displays. The samples mentioned 
above, plus a portable combination 
window display unit, have resulted 
from close association with the dealer, 
analysis and interpretation of his 
needs backed by concrete help. 

“We are close to the field and we 
know what the dealers really want,” 
explains Herman Hoyt. “And we have 
tried to give them samples that are 
considerate of their space problem,” 
adds Jeffery. 

In addition to frequent field con- 





OZARK MOUNTAIN GROWN — HARD, | 
LONG LIFE, BEAUTIFUL COLOR 
AND GRAIN UNIFORMITY 


EXCELLENT MILLWORK — SMOOTH — | 
SAVES SANDING TIME AND LABOR 


DOUBLE HOLLOW BACK 


EASED EDGES ON TONGUE AND 
GROOVE MAKES JOINING EASIER 


Po. 


| 
| 





Papcett-SMITH 


ADGETT- 


MITH FLOORING COMPANY 


OAK FLOORING 
IS SUPERIOR 


Seeing is believing — laying is 
proof that P.S. flooring has 
everything anyone would want 
in fine flooring. This is not 
run-of-the-mill flooring but a 
carefully selected, precision- 
milled and pales flooring 
that builds prestige and re- 
peat business for you. 


Try P.S. Oak Flooring on 
your next job, one of 
nature's finest building 
materials from the Mis- 


souri Ozarks. 
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tacts by their salesmen, Hastings holds 
periodic meetings in their Somerville 
headquarters for architects, contrac- 
tors and dealers. Some 40 dealer and 
contractor meetings were held last 
year. 





Robinson Lumber Sold 

The F. M. Sibley Lumber Co., De- 
troit, Mich., has purchased the assets 
of the Fred J. Robinson Lumber Co. 
of that city. The price was reported 
to be about a million dollars. 


Baker-Thomas Sold 

G. P. McNaull and Robert W. 
Chittester, both of Phoenix, Ariz., 
have purchased the Baker-Thomas 
Co., for an amount reported in excess 
of $500,000. 


Whirlpool Success 

Total RCA Whirlpool appliance 
sales to dealers in June were a thump- 
ing 22.4% ahead of May, according 
to John A. Hurley, vice-president in 
charge of sales. 


Lift Truck Sizes 
Recommended 

Lumberyards should use lift trucks 
with 5,000-pound or 6,000-pound capaci- 
ty at 24” load center, according to studies 
made by the Insulation Board Institute. 
The minimum size truck for handling of 
insulation board is a 4,000-pound capaci- 
ty unit, according to IBI. 

For general warehouse use the IBI sug- 
gests cushion tries. Pneumatic tires are 
necessary for outdoor usage or for an 
indoor-outdoor vehicle. 

The Institute calls for a minimum fork 
length of 46”, fork width of 6” and a 
fork that is fully tapered and polished. 
For handling insulation board the truck 
should also have an overhead guard and 
a load safety rack, according to the IBI 
recommendations. 


Trend to Smaller Homes 

Construction of smaller homes will be 
in greater demand this year and possibly 
for the next 10 years because of shifts 
in the makeup of our population, predicts 
Harold P. Braman, managing director of 
the National League of Insured Savings 
Associations. 

In recent years the building industry 
has concentrated its efforts on supplying 
larger homes for home buyers in the 30 
to 35 age bracket who require larger 
quarters for their growing families. A 
National League study of housing demand 
indicates that the progressive increase in 
these families is coming to an end and 
the number of young and older home 
buyers—under 25 and over 55—is grow- 
ing. Persons in this age group generally 
want small homes, said Braman. 

Because of the growing importance of 
smaller homes in the real estate market, 
Braman predicts there will be an increas- 
ing shift to lower-cost housing construc- 
tion this year. 
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mm Now's the time to sell AP = 


CAULKING-GLAZING-SEALING PRODUCTS 


Now—and every month in the year! DAP 
makes a caulking, glazing and sealing product 
for every home need. DAP advertises every 
one of those quality products in top national 
magazines* time after time to pre-sell more 
than 40 million people. DAP gives you brighter 


packages—special self-serve display cartons 
for extra sales—point-of-purchase displays 
and hand-out folders that identify your store 
with DAP—the best-known, best-promoted 
full-profit line on the market. Call your DAP 
wholesaler or write us for his name. 


Pe Advertised the year round in The Saturday Evening Post, 
Popular Mechanics, Household, Sunset, Progressive Farmer, 
Family Handyman and other magazines. 


DAP E-L-A-S-T-I-C 


CAULKING COMPOUNDS 





Best you can sell. Bright packages 
for every method of application— 
bulk cans, cartridges, new col- 
lapsible tubes, ‘“Flow-Control+” 
feature on cartridge ends wasteful 
overruns, DAP makes Black-Tite 
(asphalt-base caulking), Rope 
Caulk, Kwik-Seal® and many 
other fine home-use products, too. 
See colorful DAP catalog. 


+Registered trade-mark 


Factories in: Dayton, Ohio « Alexandria, Virginia * Chicago, Illinois * Decatur, Georgia 
Dallas, Texas * Richmond, California * Xenia, Ohio * Melrose, Massachusetts 
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JOINT REINFORCEMENT 
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The Chicago Sun-Times Building contains newspaper 
offices, printing facilities and rented office space. 
Architects: Naess and Murphy. General Contractor: 
George A. Fuller Company. 


Masons like to use Keywall. It easily un- 
rolls in place on the wall. It’s easy to lap 
at corners without adding thickness to the 
joint. Mortar flows readily in, under and 
around Keywall to give full embedment 
and a complete bond. Masons find Key- 
wall easy to handle on the scaffold. 
Keywall is made for the following wall 
thicknesses; 4”, 6”, 8”, 10” and 12”. 

















the reinforcement that does 
what masonry joint reinforcement 
is supposed to do..fights cracks ! 


Resistance to stresses that cause cracking is 
a basic purpose of masonry joint reinforce- 
ment. While it does increase the ultimate lat- 
eral strength of masonry walls, architects and 
builders depend on masonry joint reinforce- 
ment mainly to eliminate damaging and un- 
sightly cracks caused by shrinkage during 
curing and aging. 

The basic multi-directional design of Key- 
wall assures superior resistance to cracks. 


This has been demonstrated repeatedly on 
jobs from coast to coast. The new Chicago 
Sun-Times building is just one example. 


Keywall-reinforced walls in the new Sun- 
Times building show far greater resistance to 
cracks than comparable walls with other 
masonry reinforcements, extensive studies re- 
veal. Keywall was used to reinforce exterior 
masonry backup walls and interior partition 
walls of the Sun-Times building. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 


Keycorner e Keybead ¢ Keywall « Keymesh ¢ Welded Wire Fabric 


Wire 


selling 
W rite 


Department AL-88 
Keystone Steel & Wire Company 
Peoria 7, Illinois 


Please send me complete information on Keywall. 


Name 





Firm 





Street 





City. 








Zone...__._ State 


AMERICAN 
LUMBERMAN 


Plaster Chalkboards by USG 

A method of making chalkboards a 
part of the regular plastering job is an- 
nounced by U. S. Gypsum Co. As soon 
as the wall is plastered and painted the 
chalkboard is there. The 33’ wall above 
was installed in a remodeling project, 
which made two music rooms from a 
storage space in Lindenhurst, N. Y., 
high school. The entire surface is chalk- 
board. The wall was erected with Rock- 
lath Plaster Base attached to Trussteel 
Studs. On one side, lath was attached 
with USG Resilient Clips. Chalkboards 
can be any size or shape, says manufac- 
turer. U. S. Gypsum Co., Dept. AL, 300 
W. Adams, Chicago 6, Til. 
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Woodblock Design Series 


Two patterns in an Embossed Inlaid 
Linoleum design closely resemble inlaid 
parquetry flooring. One coloring in the 
new Woodblock design series duplicates 
the appearance of 9” blocks of inset 
blond wood; the other pattern is similar, 
but in a light mahogany coloring. In 


both patterns, the surface of the flooring 

is embossed slightly for a more realistic 

similarity to wood graining and planking. 

Made in standard gauge, the flooring is 

available in rolls 6’ wide. Armstrong 

Cork Co., Dept. AL, Lancaster, Penna. 
Circle No. 202 on Coupon, page 80 


Decorator Inlaid Tile 

New Miraplas Decorator Inlaid Tile 
features patterns which are not painted 
on. They are true inlays with the colors 
molded clear through to the back, as in 
inlaid linoleum. With Decorator Inlaid, 
it is possible to create almost any custom 
effect desired. The manufacturer pro- 
vides a Dealer Design Book, showing 
designer recommendations for custom in- 
stallations with Inlaid Tile. Included are 
bathtub recesses, full bathrooms, dressing 
rooms, kitchens and laundries. Each 


sketch shows the preferred Inlaid pattern 
and tells the number of Inlaid tiles re- 
quired. It comes in standard 414” squares. 
By applying it in a four-square lay-up, 
it may be used effectively with the 82” 
size plastic tile. Miraplas Tile Co., Dept. 
AL, 990 Parsons Ave., Columbus, Ohio. 
Circle No, 203 on Coupon, page 80 


Asbestos-Cement Siding Shingle 

A new asbestos-cement shake siding 
shingle now is available. Measuring 12” 
x 24”, it closely simulates the grain and 
texture of a hand-hewn wood shake. 
Colors announced for the new siding 
shingle are white, yellow, gray, green and 
coral. Keasbey & Mattison Co., Dept. 


AL, Ambler, Penna. 
Circle No. 204 on Coupon, page 80 
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Chimney Housing 

A new, economical chim- 
ney housing now is avail- 
able in either a brick finish 
or plain. The 16” square 
housings are produced in 3’, 
4’ and 5’ heights. Metal- 
bestos Div., William Wal- 
lace Co., Dept. AL, Belmont, 
Calif. 
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Cleans Paint Brushes 


Dunk removes oil and 
latex paint, enamel and var- 
nish from brushes in seconds, 
it is said. Dip brush in 
Dunk can, swish it around 
and rinse clean under a wa- 
ter faucet. Enterprise Paint 
Mfg., Dept. AL, 2841 S. 
Ashland, Chicago 8. 
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Adds New Pattern 


A decorative pattern 
called Beige Brocade brings 
to three the number of color 
patterns now offered by 
Celotex in its non-perforated 
Designer Tile line. The Celo- 
tex Corporation, Dept. AL, 
120 S. LaSalle St., Chicago 
3, Tl. 
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Floor Enamel 


A chemical resistant enam- 
el for use on volume-traffic 
wood and concrete floors is 
announced. Known as Grani- 
tite, it is available in five 
colors, dries to a hard finish 
overnight, says maker. The 
Garland Co., Dept. AL, 
Cleveland 5, Ohio. 

Circle No. 208 on Coupon, page 80 
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Powder-Actuated Tool 


Called Drive-It Model 77, a new steel 
and concrete fastening tool features 
lightweight, rugged construction and low 
cost. The tool has interchangeable, in- 
tegrated barrel-guard design for rapid 
change-over in electrical, lathing, door- 
buck and general construction applica- 
tions, drives full range of 44” and %” 
drivepins with single caliber cartridge, 
says maker. It is said to be exceptionally 
easy to load, lock and fire with safety. 
Omark Industries, Inc., Dept. AL, 9701 
S. E. McLaughlin Blvd., Portland 22, Ore. 
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Offers Seven Cooking Tops 

New Roper gas ranges offer a choice 
of seven cooking top arrangements. 
Unique with Roper is the new Rotis-O- 
Grill four-way cooking center pictured 
above. Four burners flank the Rotis-O- 
Grill unit, which serves as a rotisserie, 
vertical broiler, built-in griddle and work 
space, conveniently located on the range 
top. For the home, where cooking is 
done in volume, Roper also offers a top 
with six burners. This gas range series 
boasts two ovens and two broilers as 
well. Geo. D. Roper Sales Corp., Sub. 
of Geo. D. Roper Corp., Dept. AL, 
Kankakee, Ill. 
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Plastic Laminate Cutter 

Trade-named Score-Awl, a new type of 
hand tool for cutting decorative plastic 
laminates and other similar hard, rigid 
materials is announced. Unlike a knife, 
its specially ground tip cuts deeply 
through the hard surface of plastic lamin- 
ates, permitting the sheet to be broken 
easily along the score line, says maker. 
No special support to provide blade clear- , 
ance is necessary. Score-Awl has durable © 
all-metal construction and a rugged car- 
bide tip that lasts indefinitely. The handle 
is designed to fit the hand for easy grip- 
ping. Score-Awl, Dept. AL, Box 95, 
Grove City, Ohio. 
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Gas Fuel Built-In Barbecue 

A new Gas Char-Grill (Supreme Mo- 
del SCG-G) employs radiant Char-Roks, 
which are random pieces of special cer- 
amic material placed over the cast iron 
grate to hold and evenly distribute heat 
trom the 25,000 BTU burner. The quick- 
heating Char-Roks retain the heat with a 
radiating glow and allow the gas supply 
to be turned low. When direct, over-the- 
fire broiling or barbecuing is desired, the 
drippings fall on the glowing Char-Rok 
coals and return a simulated charcoal 
flavor to the meat. The new gas-fired unit 
is fed with a %” gas supply line. Majes- 
tic Co., Inc., Dept. AL, Huntington, Ind. 
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A Dependable Source 
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UNIFORMITY 


TARTER, WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


Sugar and Ponderosa Pine Shop and Selects 
sugar and Ponderosa Pine Boards 
Douglas and White Fir Shop and Selects 


Douglas and White Fir Dimension and Boards 
W incense Cedar Boards 

Redwood Siding and Finish 

Ponderosa Pine and Fir Mouldings 

Pine Sash and Panel Doors 


In addition WWED or actively engaged in the 


procurement and distribution of all West Coast lumber 
products and maintain buying offices in producing areas 
to give the trade complete one-call service. 


Tarren. Wester & Jounson. Ine. 
P.O. BOX 3498 
Tels daelalatiae ie bh pee lel ibiclaal ie! Wra) 


PRospect 6-4200 Teletype SF 211 
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IN THE SOUTH 


AT CROSSETT — the soft-texture and workability 
of pine moulding begins with ample rain, rich 

soil and nurturing sunshine. Growing trees is truly 

a science in Crossett’s one-half million acres of forest 
land where Nature and Man meet in a working 
partnership. From this Arkansas Soft Pine skilled 
craftsmen create moulding which brings smiles of 
approval from dealers, contractors, and carpenters 

on the job...In Crossett quality lies the basis 


for repeat business, profit and peace of mind. 


t 
Ovuprvs> 


CeaUmMbns! = FR COMP AN Y 


A Division of The Crossett Company 
CROSS ETT. ARKANSAS 











Westinghouse Shows Appliances that Both Cool and Heat 


Employing a principle of refrigeration by the use of electrical 
current and with no moving parts, a hostess cart (left) which 
has separate compartments that refrigerate and heat is one of 
two new demonstration products being shown by Westinghouse 
Electric Corp. The other device (center), using the new 
principle, automatically cools or heats a baby’s bottle and has 
a clock-timer (right) to awaken dad for the 2:00 a.m. feed- 
ing. 

Besides the advantage of smaller size against standard com- 
pressor cooling, the electronic method is noise and vibration 
free, simple to control, capable of almost instant temperature 
change at the junctions and is reversible so that the same cur- 
rent that produces cold can produce usable heat for cooking 
and heating. Although Westinghouse has not announced defi- 
nite plans on the marketing of the two items, it is using them 


to dramatize the fact that it is now possible to produce an 
entirely new line of products. Among those which have been 
proposed are a combination electric heating and cooling pad or 
blanket, refrigerated mixing bowl, portable refrigerator, cooled 
drawers for storing vegetables and other foods, frozen storage 
drawers and cabinets. 

This break-through in thermo-electric research means that 
the day is not too far in the future when thermo-electric cooi- 
ing will be used as regular built-in home refrigeration. When 
that happens, what we now know as a refrigerator will be 
broken into components of various types of cold storage draw- 
ers, cabinets and closets around the kitchen and other rooms, 
wherever their particular function is required. Westinghouse 
Flectric Corp., Dept. AL, 491 Liberty Ave., Pittsburgh 30, 
Penna. 
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Ideal 
Heavy Duty 
Friction 
Stays 


for casement windows 
and transoms 


No. 17—180° opening. 
Strong, self-staying to 
hold windows open in any 
position 0 - 180°. Protect 
against wind damage and 
provide adjustment for 
ventilation. Two adjust- 
able friction heads at 
elbow and sash bracket 


Bucket Transom 

















equipped with Bakelite 
friction washers. Reversi- 
ble for right or left hand 
installation. Only 134” 
mounting space needed. 
Heavy cadmium plated. 
No. 174%—For ordinary 
casement sash and tran- 
soms requiring limited 
opening 20° to 35°. 


Ask your hardware jobber 
or write us 


Sdheal 


No.17%4 for wide win- IDEAL BRASS WORKS, INC. 


dows opening 20° to 90°, 250 EAST Sth ST © ST. PAUL 1, MINNESOTA 
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REDUCE delivery costs 


Bed: Shipped . 
KD. Easy 
Assembly & 


Mounting 


Unload a Load 


or Half Load ata Time 


Write, wire, phone for 


Catalog and Prices 


The R=B Company 


\ 1921 Guinotte, Kansas City 20, Mo. 
~ 
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Lock Installation Kit 


A new lock installation kit, called the 
Dexbore, is designed to assure fast and 
accurate boring of holes in doors for in- 
stalling locks. The kit consists of nine 
newly designed tools for accurately boring 
cross holes and edge holes, locating 
strike and marking for strike and face- 
plate mortising. The main tool of the 
kit clamps on the door and controls the 
exact location of holes for either 24%” or 
5” backset locks. The Dexbore kit is 
packed in a durable steel carrying case. 
Dexter Lock Div., Dexter Industries, 
Inc., Dept. AL, 1601 Madison Ave., 
S.E., Grand Rapids 2, Mich. 
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New Equipment 


Shock-Absorbent Dock Bumper 
An adjustable, low-cost, shock absorb- 
ent dock bumper specially designed to 
provide both direct and angular thrust 
protection for docks and vehicles is an- 
nounced. The new unit is engineered for 
use on existing docks and on self-level- 
ing dock installations. Adaptable to any 
size requirements, the new bumper con- 
sists of a series of replaceable molded 
rubber sections reinforced with vulcan- 
ized nylon and cotton cord. The sections 
are held firmly in place by bars of cold 
rolled steel, which are bolted to steel 
angles at either end. The dock bumpers 
are available in standard sizes of 12”, 
18”, 24”, 36” and 48”. Other sizes can 
be obtained for special size bumpers in 
multiples of 1”. Koneta Rubber Co., 
Inc., Dept. AL, 153 S. Park St., Wa- 


pakoneta, Ohio. 
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QUALITY LUMBER 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE ——- HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 


w.c. O. 





a new man to fill an old job.. 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 


American Lumberman 


Versatile Framing Material 

FlexAngle, a universal slotted angle 
system of all-steel framing, is ready for 
immediate use in the erection of lumber 
and building material storage racks, work- 
benches, scaffolding and staircases, light 
metal buildings and in any other struc- 
ture where 2 x 4’s or conventional angle 
iron would ordinarily be used. FlexAngle 
is produced in 11 gauge and 14 gauge 
steel with a grey enamel or hot-dipped 
galvanized finish. Each gauge is packaged 
eight 12’ lengths or ten 10’ lengths to a 
package with 100 matched nuts and 
bolts in each package. Angle size for both 
gauges is 24%” x 15#”. There are 45 pre- 
notched holes per foot to allow cutting 
or joining at %4” intervals without dis- 
turbing the bolting arrangement. Flex- 
Angle Corp., Dept. AL, 3760 Oakwood 
Ave., Youngstown, Ohio 
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“Understand he got the job 
through a classified ad in 
AMERICAN LUMBERMAN!” 


Whether you're looking for a new job... 


. want to 


59 E. MONROE STREET * CHICAGO 3, ILLINOIS 


Kiln-dried 
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AMERICAN 
LUMBERMAN 
barrier film 


Ger-Pak Counter Display 


A new multi-color counter display 
illustrates the many uses of Ger-Pak 
barrier film on the farm, in home con- 
struction and in the home. Sample 
swatches of clear and sunlight resistant 
black film are mounted on the display. 
End-uses of the film are shown in ac- 
curate illustrations. Complete specifica- 
tion information also is included on the 
display. Gering Products, Inc., Dept. AL, 
N. Seventh St. and Monroe Ave., Kenil- 
worth, N. J. 
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Sells Right Out of a Box — 

Arrow Fastener’s new JT-21 self dis- es i oO ’ H , 
play is brightly colored in yellow and l ve got if be sure they re telah 
green. The die-cut top folds back to 7 a cass = 
highlight Arrow’s distinctive logotype “ 
pointing up the sales message, “Auto- , - ' 
matically Shoots a Staple Wherever 
You'd Hammer a Tack!” An amusing 
cartoon cutaway illustration shows all 
members of the family using the JT-21 
for many different things in all parts 
of the house. Measuring only 6” x 5%”, 
the display is compact enough to be dis- 
played even on top of the cash register. 

Arrow Fastener Co., Inc., Dept. AL, 
1 Junius St., Brooklyn 12, N. Y. 
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... That’s why the thoughtful dealer always looks 
for and insists on the Certigrade label of inspected 
quality. Certigrade means quality! Only those red cedar 
Bird Rubberiike Runner shingles inspected by the Red Cedar Shingle Bureau 


sagas haat canteen aden aie an | can carry the Certigrade label. Make certain it appears 
a floor-protecting runner for heavy- traf- beneath the bandstick of every shingle bundle. 
fic aisles in stores, schools, industrial ‘ ; 

plants and public buildings as well as in Then you can be sure they’re right. 
private homes. Flecked with two colors 

by means of plastic chips added during 

the manufacturing process, Bird Rubber- | aa iray is RED CEDAR 
like is available in 36” and 27” widths and Red Ci 


9” x 18” and 9” x 24” stair treads. De- SHINGLES_ SHINGLE BUREAU 


signed to sell Bird Rubberlike on sight, On GRADES , ane a 
Ps effective point-of-purchase display is All 5510 White Building, Seattle 1, Washington 
now available. Bird & Son, Inc., Dept. AL, 550 Burrard Street, Vancouver 1, B.C. 
East Walpole, Mass. 
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SALES AIDS 
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Quaker Rug Display Rack 

A Quaker rug display rack, introduced 
in conjunction with Armstrong Cork’s 
new Q.Q.T. (Quaker Quick Turn) profit 
plan, is a wall-mounted unit that holds 
six double-rolled, or 12 factory-rolled, 
Quaker rugs upright. The complete dis- 
play occupies less than five square feet 
of showroom floor space. Armstrong 
Cork Co., Dept. AL, Lancaster, Penna. 
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Special Offers 











Accessories for Kitchens 


Towel racks, cup holders and similar 
items, especially engineered by Stanley 
Products Co. for Youngstown Kitchens 
cabinets, are available to the kitchen 
firm’s dealers. To help the dealers mer- 
chandise the accessories, a special pro- 
motion package has been devised by 
Youngstown and Stanley and includes a 
special pegboard point-of-purchase dis- 
play rack that requires a small amount 
of floor space and is usable on both 
sides. In the promotional package are 13 
different accessory items, the display 
board, a two-column newspaper mat, 100 
statement enclosures and a store easel 
card. The accessories and the promotion- 


al package are handled by Youngstown 
Kitchens, div. of American-Standard, 
Dept. AL, Warren, Ohio. 
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Youngstown Kitchens 


er 


No. 119 Plier Assortment 


In an assortment specially designed to 
speed up retail plier business, $1.98 items 
are priced at $1.19 and displayed in a 
container that shouts “Sale.” The new 
No. 119 assortment includes four end- 
cutting 6” nippers, four 7” Engineers all- 
purpose pliers and four 642” long-nose, 
side-cutting pliers. All are drop-forged 
with polished ground heads. Fuller Tool 
Co., Inc., Dept. AL, 3522 Webster Ave., 
New York 67, N. Y. 
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it’s easy to prepare effective advertisements 
with ADservice mats 


ADservice makes it easy to prepare effective 
lumber dealer ads. 

ADservice will cut the time it takes you to 
prepare an advertisement. 

ADservice makes it simple to prepare any 
size ad. 

ADservice offers you hundreds of top-quality 
illustrations for your ads. 

ADservice supplies professional layouts for 
your advertisements. 

ADservice gives you fresh copy for ads that 
is convincing and action-provoking. 


Simplify the job of preparing your ad- 
vertising with easy-to-use ADservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 
ADservice ad mats. 

ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 
vertising. 

Used for years by hundreds of the 
best-known, most profitable lumber- 
yards because — 


For complete details write today for FREE 
ADservice catalog. Available only from — 


AMERICAN LUMBERMAN 


59 EAST MONROE STREET * CHICAGO 3, ILLINOIS 
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New Literature 





Technical Data 


Swing-up garage door hardware. A new envelope stuffer 
(G-105) outlines in detail how to build a swing-up door of 
several different designs and sizes. A selector guide tells your 
customers the proper set of hardware to use on their door— 
the new No. 2734 set for two-car doors, the No. 2731% for 
single-car doors. Easy-to-read details give how-to information 
on the construction of the most popular standard sizes of doors, 
which the handyman can build. Stanley Hardware, div. of The 
Stanley Works, Dept. AL, 111 Elm St., New Britain, Conn. 
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Roof decks. An eight-page publication describing and illus- 
trating Fiberglas Form Board for poured-in-place roof decks 
now is available. The new brochure includes specification tables 
for heat transmission coefficients, painting and ventilating in- 
structions, architectural specifications and drawings of typical 
gypsum roof deck sections and a sub-purlin design table. Owens- 
Corning Fiberglas Corp., Dept. AL, Toledo 1, Ohio. 
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Vizuclips. A colorful new catalog No. 400A features Vizu- 
clips (display attachments for perforated panels). It shows a 
complete selection of Vizuclips for displaying all types of mer- 
chandise on either 4” or %” panels. Many items are offered 
in a new economy finish called Darlite. L. A. Darling Co., 


Dept. AL, Bronson, Mich. 
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Lighting fixtures. A new 112-page catalog illustrating and de- 
scribing its complete line of fluorescent, incandescent and flood- 
lighting fixtures is announced by Electro Lighting Corp. It in- 
cludes illustrations, descriptions, dimensional data, oe 
curves and other detailed data on fixtures for commercial, 
dustrial and outdoor use. Electro Lighting Corp., Dept. AL. 
1535 S. Paulina St., Chicago 8, IIl. 
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This: sais line fills the 


business! 
~ more profits! 
FREEPORT WOODCRAFT, INC. 


Manufacturers Of The Most Complete Line Of 


STATIONARY and INTERIOR 
MOVABLE SHUTTERS 
Sold Through Leading Jobbers In Every Area 
— We Feature... 

@ Large stock of standard 
sizes competitively 
priced to meet all com- 
petition including for- 
eign imports. 

@ Finest quality 
manufactured of 
clear white pine. 

@ Priced right to 
bring you an add- 
ed, extra profit. 


gap for more 6 





Some territories 
still available to 
Manufacturers 
Representatives. 
Write to us for details 
le 
deere Stree 


FREEPORT Woopckarn 
75 Carmans Road, A 
East Farmingdale, N. Y. — 
CH 9-6900 ( 
ra aS ae ————= 
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Southern Pine Manual. The 16th edition of the Southern Pine 
Manual of Standard Wood Construction now is available. The 
new edition has been enlarged to include up-to-date design data 
on modern applications of Southern Pine such as laminated 
lumber and heavy timber roof decking. New tables, additional 
formulas and information on standards relating to lumber con- 
struction also are presented. Southern Pine Association, Dept. 
AL, P. O. Box 1170, New Orleans 4, La 


Circle No. 227 on Coupon, page 80 


Improving efficiency. An analysis of the various areas of of- 
fice operation and suggestions for making improvements are 
outlined in a new booklet entitled “100 Ways to Improve Ef- 
ficiency—Save Money in Your Office.” The booklet considers 
various office expenses and points out proper planning pro- 
cedures which will effect improvements. Manpower, Inc., Dept. 
AL, 810 N. Plankington Ave., Milwaukee 3, Wis. 


Circle No. 228 on Coupon, page 80 


Consumer Data 


How-to-do-it books. As an aid to the do-it-yourselfer who pre- 
fers to install insulation and ceiling tile in his house, Wood Con- 
version Co. offers two new books. The Nu-Wood book contains 
48 pages of photos, diagrams and explanatory material on the 
entire subject of ceiling tile application; the 24-page Balsam- 
Wool book covers every phase of proper insulation application. 
Wood Conversion Co., Dept. AL, Ist National Bank Bldg., St. 
Paul, Minn. 

Circle No. 229 on Coupon, page 80 


Redwood siding. A new color booklet designed to help dealers 
sell redwood siding is the initial step in a redwood siding pro- 
motion campaign. The eight-page fold-out booklet explains how 
the utilization of California redwood siding on a home can be 
the soundest investment made by the homeowner. Full-color 
photographs show the various siding patterns in use; design 
drawings illustrate sidewall variations using five siding patterns. 
California Redwood Association, Dept. AL, 576 Sacramento 
St., San Francisco 11. 

Circle No. 230 on Coupon, page 80 














“Not at all, Miss Spinsterly! Nothing’s 
too good for a clerk who suggests ““SScotcH”’ 


1? 


Brand Masking Tape with every paint sale! 
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fixture 


Mr. Lumber Dealer: 

a basic store fixture 
designed specifically to 
display and demonstrate 
building materials and 
related products. Tested 
and proved successful! 


Here’s a display fixture you can 
use with complete flexibility: open, 
with storage cabinets, shelves and 
glass binning, or with swinging or 
sliding panels. 

A basic wall unit 10034” high, 
96” wide and 32” deep, with a 
modular four-foot design, which 
you can use in series along the 
length of a wall, or singly along 

narrow wall expanses. 
Estimated price if 
bought at retail: 
$550.00 plus ship- 
ping. 

By building it 
yourself, you can 
save more than 

$250.00! Complete 

plans, working blue- 

prints, step-by-step in- 

structions, materials and 

materials source list and details 

on modifications, only $8.75. Avail- 

able by return post from American 

Lumberman. Fill-in and send 
coupon today. 





American Lumberman Dealer Service Dept. 
59 E. Monroe St., Chicago 3, Ill. 

Please send me postpaid the four blueprints and com- 
mote instructions for the retail lumber dealer maliunt 
isplay fixture. |! am enclosing $8.75. (please send chec 

or money order.) 














Mame 
Street 
City. 





PI 3-7000 





PETER LUMBER CO. 


6263 Oxford Ave. 


Your Friendly Service Lumber Yard and 
easy place to go “‘buy.”’ There is a ‘‘Material Difference." 


Something New & Different Every Sat. 
*10° Prize Drawing Feb. 22" to 28” 


NUWOOD—The Decorator Tile 


The Most Beautiful 
Ceiling Tile Yet Designed 
Cover Old Ceilings, Discolored Paper 5 
Economical—Beautiful and Permanent 


Easy to Install Staple Guns Available 
USE OUR REVOLVING CREDIT 
PLAN—or Our 90-DAY PLAN 


It's Easy to Have and Enjoy 
the Things You Need... Now 


Remodel Now . . . Remit Later 


Knotty Pine . . Mahogany . . Plywoods 


Kitchen Cabinets. . Sheetrock .. Formica 
j Open Saturdays 'til 12 Noon . . . Deliveries 


PI 3-7000 








TYPICAL AD used by Peter Lumber Co. to draw customers to its Saturday 


morning demonstrations. 


‘Something New and Different’’ 


gives yards 





Special Saturday Sell 


By demonstrating a different prod- 
uct every Saturday morning, Peter 
Lumber Company’s five Pennsylvania 
and New Jersey yards start a buying 
reaction which continues from six to 
eight weeks. 

“We're able to check results of these 
Saturday morning demonstrations,” 
says manager C. Albert Stephan of 
the Philadelphia yard, “by incoming 
telephone requests and personal visits. 

“I find many of these demonstra- 
tions result in sales six to eight weeks 
afterward. Many of these customers 
come in regularly just to see what is 
new. People know that we’ll be dem- 
onstrating some new product every 
week. This is much more productive, 
we believe, than sporadic demonstra- 
tions.” 

Recent Saturday demonstrations 
have included ceiling tile, outdoor bar- 
becue materials, aromatic cedar closet 
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lining, prefinished wall paneling, pre- 
finished flooring and power tools. 


“Something New and Different” is 
the theme of Peter Lumber’s display 
ads playing up the Saturday morning 
shows. Besides the Philadelphia yard, 
similar demonstrations are being held 
in Wyncote, Columbia and Limerick, 
Penna. and at Pleasantville, Egg Har- 
bor and Ocean City, N. J. 


Peter Lumber’s new revolving cred- 
it plan allows credit up to 10 times the 
amount of the customer’s monthly 
payment with a credit limit of $250. 


A 90-day, three-pay plan is also 
used with good results. This plan stip- 
ulates a $3 service charge payable 
with the first payment. Top credit lim- 
it is $150. Amounts larger than this 
are financed with the usual home im- 
provement type loan running as long 
as 36 months. 
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MACHINE’S CONTROL PANEL temporarily removed is adjusted to guide the analysis 
machine in preparing Thompson's report in the desired form. 





PUNCHED CARDS 


(begins on page 63) 





machine-prepared reports show in de- 
tail the entries affecting each account. 
The detailed listings show the date of 
each transaction; check number; payee 
or other description; account number 
and amount. These monthly journals 
are filed by account number. This 
gives the firm a continual, up-to-date 
analysis of each account. 


“You don’t need to put in your own 
punched card equipment, nor do you 
need special training for your people,” 
said Thompson. 

Throughout the country, there are 
firms with punched-card machines for 
their own work. These firms can also 
handle the retail lumber dealer’s ac- 
counting in their spare time. 

“It’s an advantage to both parties. 
The outside firm can utilize its equip- 
ment more fully. And the dealer gets 
better reports, faster and at lower 
cost.” 


CARDS WRITE THE REPORT as they are whisked through this machine, their punches 
changed into letters and numbers on the automatically-written report. 
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... Four Books of 
Interest to Dealers 


INSULATION 


BUILDING INSULATION 

EIRP MUN, <5. os. 0's 0 0'e.ne 0 Gear 
Anything you, your sales staff and con- 
tractors want to know about insulation 
can be found in this book. Covers the en- 
tire field of heat and sound insulation, in- 
cluding the development of commercial 
insulations, types and how to apply, theo- 
ry and economics of thermal insulation, 
relative heat-loss co-efficients of mate- 
rials, fuel savings of various insulations, 
how to prevent condensation. 402 pages. 


MASONRY, CLAY, CONCRETE 
CONCRETE BLOCK CONSTRUCTION 
FOR HOME AND FARM 
J. Ralph Dalzell and 

Gilbert Townsend..........$3.25 
The authors contend anyone can plan and 
build, correctly, a structure from concrete 
blocks. And they prove it. More than a 
concise, clear explanation of block con- 
struction for the handyman or novice, 
this book also presents the most efficient 
methods and practical suggestions of val- 
ue to even experienced block-layers. In- 
cludes a typical job example, with step-by- 
step illustrations. 216 pages. 


MERCHANDISING 
EFFECTIVE RETAIL SELLING 


Bernard F. 

Any member of your sales staff, new or 
old, will be more productive if he applies 
the tested methods of sales psychology 
and personality development presented in 
this book. Includes an excellent listing of 
sources for merchandise information. 287 
pages. 


BUILDING PRODUCTS MERCHANDISING 


Reprinted from American 
Lumberman 

Over 40 pages of practical new ideas you 
can put to use today to sell more building 
materials. Presents case history examples 
of the merchandising techniques being 
used by several dozen lumber dealers to 
increase sales of builders hardware, roof- 
ing and siding, windows, flooring, hand 
tools, paint, other important building 
products. 


aa ee 


Mail This Coupon to: 


AMERICAN LUMBERMAN, INC. 
59 E. MONROE ST., CHICAGO 3, ILL. 


Enclosed is my check in the amount of $ 

the books | have checked below. 

Remittance must accompany order. 
INSULATION 

[) Building Insulation 5.25 
MASONRY, CLAY, CONCRETE 
Concrete Block Construction for 

Farm and Home 3.25 

MERCHANDISING 

[) Effective Retail Selling 2.95 

f) Building Products Merchandising .75 


Name 





Address 





City, State 











New Facts on 


Modular Lumber Combination of Lengths in 
One Row of Packets 


According to George Fianagan, There are 37 ways that you can work out the lengths of 
chairman of the subcommittee on ma- lumber to make a 50’ boxcar row of packets, and only 23 
terials handling for the National Lum- combinations to make a 40’ boxcar row, using the Modular 
ber Manufacturers Association, kiln Lumber System of 20” and 24”-wide packets. 
dried boards or dimension weighing as These are for 6’ to 20’-long packets. And all combina- 
little as 1667 lbs. per 1000 feet would tions containing more than one 6’ packet have been elimi- 
make a minimum weight of 80,000 nated. 
pounds in a 50’ car. Dry dimension, 
weighing as little as 2,084 pounds per 
thousand feet, would make a mini- i NO aS. Ey a ae Ee 
mum weight of 100,000 pounds in a Designation RE RS NS RMSE YEE | CS | RS 


50’ car or 80,000 pounds in a 40’ car. 9 1 ] 
1 

















This maximum weight of lumber, 
achieved by almost 100% loading of 
the boxcar, may be one of the great- 
est advantages of the Modular Lum- 
ber System in reducing transportation 
costs of lumber in the future. Because 
of tight loads, condition of the lumber 
upon receipt is good, according to test 
shipments. 

It is feasible and practical to pro- 
mote special freight rates for 80,000 
pound and 100,000 pound minimum 
carloads to be shipped in regular sin- 
gle or double-door boxcars already 
available, Flanagan and other mill 
people suggest. “The special rates re- 
cently adopted for 60,000 pound and 
70,000 pound minimum carloads are 
helpful but do not go far enough. In 
normal times most customers prefer 
to order minimum carloads, but if 
there were a saving in freight they 
would order the larger carloads,” says 
Flanagan. 


“Since it costs almost as much to 
haul a 50,000-pound carload across 
the country as it does to haul a 100,- 
000-pound car, and since the 100,000- 
pound car brings in twice the payload, 
it looks as if this would result in a 
great economic saving. Furthermore, 
you could transport about half again 
as much lumber in the same number 40’ BOXCAR: 
of boxcars and there would be a great Row Number of Pockets of Eoch Length in 40’ 
many less cars to load and unload, to See ea en. a: A. | SO 2 
handle, and to invoice,” he said. 


In the Modular Lumber System, no 
compression is required to obtain a 
tightly bound packet because the 
packets are small; the tension devel- 
oped by steel strapping or tieing tool 
is sufficient. 


Basically, the maximum loads in 
boxcars is achieved because of the 
relatively small size of the modular 
packets. Since the packets are modular 
in size they can be packed to almost 
100% capacity and removed with ease. 

Several of the small two-module 
packets can be strapped and handled 
together, if preferred. 
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(For reprint, “What You Should Know 
About Modular Lumber’, write Ameri- 
can Lumberman, 59 E. Monroe, Chica- 
go 3, Ill. Fifty cents a copy.) 

















78 August 18, 1958, AMERICAN LUMBERMAN AND 





al 


5 amous Arizona Brands 





, BOF th: "TY" Brand... \ 


When he registered this brand shortly after the 
Civil War, M. C. Webb never dreamed that a 
different kind of TV would someday be the last 
stronghold of the old-time Arizona cowboy. An 
ex-Kansan and former dispatch rider in the 
War between the States, Webb settled in Ari- 
zona’s Tonto Basin, a picturesque, still-remote 
valley nestled between 7155-foot Mt. Ord and 
6505-foot Lookout Mountain in the Tonto Forest. 


Webb's beioved Te 

| of mountai forests 

er branded with the “I 
ber grows slowly in mile f 
ting in exceptionally soft, 


1WEST LUMBER MILLS, ING. 


IF any of the young Western fans in ' _ ee i Sal s Office: P. O. Box 908 + Phoenix, A co] 
your family (including you) would like ’  ALpine 8-4811 TWX PX 4 


a colorful booklet telling about famous 


< eas Bow, . 
Arizona Brands . . . complete with illus- “4 Office: 135 S. LaSalle St.+ Chicago, illinois 
trations, brief histories and instructions é 5: 


on how to read brand marks... we'd ae DEarborn 22-3595 TWX CG oo 


be glad to send a copy with our compii- . 
ments. Just write to our General Sales Mille at Flagstaff and McNary, Arizona 


Office, Department A-5. 
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ADVERTISERS’ INDEX 





American Lumberman 
American Screen Products Co. 
Appalachian Hardwoods 


B & M Corporation 
Barrett Division, 

Allied Chemical Corp 
Bostwick Steel Lath Co., The 


Capitol Products Corp Pisennins dinwe cee 
Celotex Corp., The 

Cherry River Boom & Lbr. Co. 

Colorado Fuel and Iron Corp., 

Continental Steel Corp. 

Crossett Lbr. Co 


Daryl Products Corp 

Desmond Brothers ; 
Dicks-Armstrong-Pontius, Inc. 
Dodge Corp., F. W. .. eck 
du Pont de Nemours & Co., Inc., 
Durham Co., Donald 


Farley & Loetscher Mfg. Co 
Freeport Woodcraft, Inc 
Friden, Inc. 


Georgia-Pacific Corp 
Hamer Lbr. Sales, Inc 


Ideal Brass Works, Inc 
Inland Steel Products Co 
International Harvester Co 


Keystone Steel & Wire Co. 


Leigh Building Products, 
Div. of Air Control Products, 


use 


FOR INFORMATION ON 


Advertised Products 


w 


FOR INFORMATION ON 


“What's New” Items 


AUGUST 18, 1958 


Mack Trucks, Inc 
Macklanburg-Duncan Co. 
Manpower, Inc. nce 
Masonite Corporation . 
Menominee Indian Mills 
Minnesota Mining & Mfg. Co 


National Lock Co., 


Medalist Hardware Div. 


Orangeburg Mfg. Co., Inc 


Padgett-Smith Flooring Co 
Pioneer Plastics Corp 


R-B Co., The .. 

Red Cedar Shingle Bureau 

Republic Steel Corp., 
Truscon Steel Div 

R-O-W Sales Co 


Silcrest Co., The 
Simpson Logging Co 
Skil Corporation 


Southwest Lumber Millis, Inc 


Tarter, Webster & Johnson, Inc 
Tennessee Stove Works 
Truscon Steel Div., 

Republic Steel Corp 
Turnbuckles, Inc 


U. S. Plywood Corp 


West Virginia Pulp and Paper Co 
Weyerhaeuser Sales Co 
Wood-Mosaic Corp 


10 
30 
50 
70 
90 


CLDEALER POUNTERS 


Tags Identify Doors 


Doors sold by Eugene (Ore.) Plan- 
ing Mill, bear an identifying tag sta- 
pled to the door-edge, giving the spe- 
cies of wood, door size and price, 
together with the information that the 
door was furnished by EPM. The tag 
is useful as a sales-builder on the job, 
as well as in the warehouse. In addi- 
tion, the merchandise carrying a price 
tag seems to get more considerate 
handling in the warehouse and on the 
job than does an unpriced item. The 
tag is printed, with blanks in which 
species, size and price are hand-writ- 
ten; it measures 1546”x314”. 


1 6120=¢«13'—=a“H 
31 32 33 34 
51 32 S33 34 
7 2a. ve ve 
91 92 93 94 


110 111 112 
130 131 132 
150 151 152 
170 171 172 
190 191 192 


210 211 
230 231 
250 251 
270 271 
290 291 


Position__ 








Name 
(Please Print) 


Street 





Zone_____ State 








MONROE ST., CHICAGO 3, ILL 
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American 
Lumberman 
Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box nunibers or 
mailing copy for ads address them to: 
AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 








HELP WANTED 








HELP WANTED 











LUMBER YARD MANAGER 
Florida line yard operation has opening for 
two managers. Must be fully experienced to 
operate complete lumber yard. Send photo 
with application. Address x D-50 Ameri- 
can Lumberman, Inc. 





Western lumber manufacturer interested in 
men with experience in selling to industrials 
or retail yards in Chicago area. Opportunity 
for successful future with aggressive, leading 
producer of quality material. Must submit 
complete resume for consideration. Address 
Box D-56, American Lumberman, Inc. 





Wonderful opportunity for a good salesman 
to sell builders’ hardware and specialties to 
lumber yards in established territory for 
largest distributor on the East Coast. Gen- 
erous draw against commission. Yearly 
earnings excellent. Reply Box D-62, Ameri- 
can Lumberman, Inc. 





RETAIL LUMBERYARD MANAGER 

If you have reached a DEADEND in your 
present job, or, if as an assistant manager, 
you feel Yay are ready for improvement and 
can handle a more responsible position, we 
have an exceptionally good managership job 
open and suggest you apply at once to Box 
E-20 American Lumberman, Inc. 





Help Wanted—Manager for lumber and mill- 
work department. Must experienced in 
merchandising, buying, managing and esti- 
mating. Well established firm northwest of 
Chicago in fast growing Ilinois community. 
We are prepared to make an excellent offer 
to the right man and there is good op- 
portunity for advancement. Address Box E-21 
American Lumberman, Inc. 





COST BOOK “A” ESTIMATOR 
Large woodwork manufacturer in the South 
desires man with good background and rec- 
ord of accuracy. All replies will come direct 
to president and treated in confidence. If 
application warrants a personal interview 
will be arranged at company’s expense. 
— Box E-22 American Lumberman, 
ne. 





FHA TITLE II MAN 

Large Florida Retail Lumber and Building 
Material Dealer wishes to employ man ex- 
perienced in making . aro for and 
processing FHA Title Loans, and VA 
Loans, and in the handling of Construction 
Mortgages. Must have good record. Address 
Box E-23 American Lumberman, Inc. 





SALES MANAGER WANTED 

Large volume retail lumber company with 
aggressive advertising schedule and large 
ticket package sale desires experienced man 
interested in top earnings. Company bene- 
fits. Excellent opportunity with growing 
firm in Chicago area. Address Box E-24 
American Lumberman, Inc. 





ESTIMATOR - MILLWORK, Tucson, Ari- 
zona. Experienced in figuring full mill bids 
from architect’s plans for churches, com- 
mercial buildings and residential construc- 
tion, also billing and detailing into mill. 
Write stating salary expected to Southwest- 
ern Glass & Millwork Co., P. O. Box 630, 
Tucson, Arizona 
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SUPERINTENDENT WANTED 

By a Millwork and Building Material Jobber 
located in Midwest, to take charge of Main- 
tenance Mill, Assembly and Shipping De- 
partments. Some practical knowledge of Mill- 
work Details and Machines necessary. Give 
background, experience, age, and salary re- 
quired. References required, Address Box E- 
25 American Lumberman, Inc. 





Opportunity for man between 25 and 35 
with experience in retail lumber or related 
fields. Primarily outside sellirig and advertis- 
ing—mostly to farmers. Independent yard in 
progressive Iowa town. Salary dependent on 
capabilities, Address Box E-31 American 
Lumberman, Inc. 


SALES REPRESENTATIVES 
AVAILABLE 











SALES REPRESENTATIVE AVAILABLE 

Manufacturers Representative, experienced in 
Building Material field, desires good con- 
nection on Plywood, Doors, Lumber and 
Millwork in Rocky Mountain States calling 
on Retail Lumber Yards and Industrial ac- 
counts. Address Box E-28 American Lum- 
berman, Inc. 


Manufacturers representative with strong 
following lumber yards, building material 
dealers, etc., Chicago and surrounding terri- 
tory, seeks additional line. Expanding sales 
force to cover entire Midwest. Reply Box 
E-29 American Lumberman, Inc. 





BUSINESS OPPORTUNITY 











SITUATIONS WANTED 











Lumberman, 25 years experience, last 10 as 
retail manager desires to relocate as retail 
manager or salesman in wholesale. Best of 
references. Address Box D-35 American 
Lumberman. 





Aggressive, ambitious lumberman, age 35. 
Twelve years experience, desires position 
of Yard Foreman. Prefer Ohio or Pennsyl- 
vania location. Address Box E-26 American 
Lumberman, Inc. 


Reliable man seeks position in Retail Lumber 
Yard in Florida. Assistant Manager experi- 
enced in Millwork, buying, selling, pricing. 
figuring estimates. Ten years with present 
company. Address Box E-27 American Lum- 
berman, Inc. 


FOR LEASE in Dowagiac, Michigan. Popu- 
lation 8000, an excellent retail lumber yard 
complete with inventory, modern office, 
display room, sheds and equipment. Best 
location in thriving two yard town with good 
industries, farms, and lake trade. 
MARQUETTE LUMBER CO., INC. 
30f S. Notre Dame Avenue 
South Bend 22, Indiana 








BUSINESS FOR SALE 





Prosperous building material business in 
Michigan’s best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 





Profitable Lumber, Concrete Block Manufac- 
turing and Building Materials Business. 
500’ Railroad Frontage. Will sell on terms to 
right party. R. N. Graham, P. O. Box 6005, 
Daytona Beach, Fla. 





SALES REPRESENTATIVE 
WANTED 





WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 
columns. A _ Do-it-yourself item—a 
volume product with fast turn-over. 
Liberal Commission. State area in 
“which you sell when writing for de- 
tails. 
ELITE FABRICATORS, 
Bel Air, Maryland 





Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in some 
choice protected territories. Address Box 
D-55, American Lumberman, Inc. 


For Sale: Lumber, building materials, paint, 
builders hardware in small Alaska town. No 
competition in lumber, building material. 
Grossing over $100,000 (1957, $127,000). New 
Buildings, one 24 stories 49 x 72, one 42 x 70 
basement and one floor. Well equipped busy 
shop. Warehouse area 6500 Sq. Ft. Store 
area 832 and two large apartments. Inven- 
tory about $20,000. Price $42,500 plus in- 
ventory and equipment at book. Address 
Box D-49 American Lumberman, Inc. 





For Sale: Because of illness, lumberyard and 
mill in good Michigan Industrial Town. 
Large Sheds and Yard Space, with R. R. 
Siding. $35,000. will handle. Good opportun- 
ity for right party. Write Box E-30 Ameri- 
can Lumberman, Inc. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





~ Patio Magie 


AMERICA'S FINEST 
ALUMINUM SLIDING GLASS DOORS 


ADD BEAUTY AND LIVABILITY 
TO EVERY ROOM IN THE HOME 


K.D. 
(Without 
Glass) 


ASSEMBLED- 
CARTONED 


(Glass 
Included) 





Breakfast bar is seperated from patio 
by Patio Magic 





ONLY PATIO MAGIC 
OFFERS THESE 
SUPERLATIVE FEATURES 


@ Beautiful, Anodized Finish 

@ Schiege! Wool-Pile Weather 
stripping All Around 

@ Nylon, Bali-Bearing Wheels for 
Silent, Fingertip Operation 

@ Concealed, Adjustable Spring 
lock 

@ Gold Handles 


living room to pool and patie area 


@ Choice of Exterior (Sioped Sill) 
or Interior Track 


@ All Vertical Stiles Heavy 
Tubular Extrusions 

@ Adjustable Bottom Rollers 

@ 1” Double Glazed Units 

© %s” Double Glazed Units 


THE MUST COMPLETE 
LINE OF SLIDING GLASS 
DOORS IN THE INDUSTRY 


Garden and terrace just a step away 
from the bedroom through Patio meals 


> = 





ee =6i4 
Dining re room opens into patio area 
through Patio Magic Sliding Glass Doors 


Bathroom to exterior via 
Patio Magic 
Sliding Glass Doors 


D G ly | Me propucts corp. 


7240 N. E. 4th Avenue 
Miami 38, Florida 


Manufacturers of SHOWER MAGIC BATH ENCLOSURES 


SUPERB ENGINEERING 


f Daryl Products Corp., Dept: AL. 
! 7240 N. E. 4th Avenue Miami 38, Florida 


! Please send full information on Patio Magic 
1 


MAIL COUPON 
TODAY! 


' Company Nome On Your Business 





i Address 





‘ied 





Patio Magic provides easy egress from 


Le 


Letterhead, Please. 
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THERE’S NO QUESTION ... 


WHERE TO BUY WHEN ... 


Dealer's Trucks Are 


Rolling Billboards 


Wherever a Merritt Lumber Yards, Inc., delivery goes, 
the sales message of the firm accompanies it. The firm 
operates three van-body trucks for the delivery of millwork 
and other finished products which must be protected from 
the weather. The sides of each of these vans are painted 
with different sales messages. Professionally done, the 
signs have a long life. The only maintenance needed is 
frequent washing. 

The sign orrone of Merritt’s trucks reads, “Prefabricated 
homes, designed and manufactured by Merritt’s—as low 
as $57.29 per month—Lu-Re-Co Homes.” Another van 
bears the message, “Building? Remodeling? Plan to build; 
build to a plan. See us—Merritt’s—call us.” 

T. Merritt Ludwig, executive vice president of the firm, 
told American Lumberman: “These trucks are on the 
streets an average of more than 200 miles per week. What 
better location could one want for a billboard?” 

Headquarters for the Merritt yards is in Reading, Penna, 
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OD 12" and 16° 
Bevel Siding with 
Phenolic Resin 


Surface and 
14” Rabbet Joint! 


“GPX YELLOW” saves paint time — helps paint 
last 5-10 years! Tough, phenolic resin surface needs 
no sanding or sealing, prevents surface checking. One 
coat each of primer and finish is superior to three 
coats of paint on other siding! 


Self-aligning lap slashes installation time! Only 
first course needs leveling. Solid lumber back nails 
flush to wall, eliminates furring strips, wedges. Ends 
butt tightly without mastic. No splitting, no waste. 


4,” Rabbet gives 96% net coverage! This new sid- 
ing is completely weather-tight with only 14” lap! And 
it can save up to $40 per M sq. ft. over other kinds 
of bevel siding, on coverage alone. 


Protective packaging! 
Heavy-duty G-P carton 
contains 64 ft. Easy to 
store, one man can handle. 
Keeps siding clean and 
damage-free until used. 


Put this dramatic new product to work for you — 
call your G-P salesman or mail coupon today. 


GEORGIA-PACIFIC 

Dept. AL 858 Equitable Bldg., Portland, Oregon 
Please send me complete information on GPX 

Yellow Bevel Siding. 





NAME 


FIRM 








ADDRESS 





Circle No. 44 on Coupon, page 80 














PANELING IN RANDOM-PLANK STYLE 


Hardwood Trim 


is 4’ x 8’ prefinished Weldwood Charter Birch V-Plank® with Weldwood 
as advertised in Better Homes & Gardens, House Beautiful, American Home, and Sunset Magazine. 


Charter Birch—distinctive new prefinished wood paneling by Weldwood 
at a Sales-building price and a profit-boosting markup 


Here’s a bright, new panel to step up 
your paneling sales—and profits. It’s 
Charter Birch by Weldwood. Priced 20% 
below regular clear birch, Charter Birch 
retails for only $17 per panel, prefinished. 

Rich in swirls, burls, and color varia- 
tions, this lovely American hardwood 
is precision-cul from selected stocks to 
accentuate grain patterns seldom found 
in wood paneling. Charter Birch is pre- 


ws WELDWOOD” 


Soft and Hardwood Plywood 


Royal Marine Plywood « 


served by Weldwood’s exclusive, long- 
lasting finish that withstands bumps, 
smudges, and stains as no other finish 
can. Every panel is guaranteed for the 
life of the building in which it’s installed. 

Truly a profitably eye-catching addi- 
tion to every W eldwood dealer’s paneling 
line, Charter Birch is featured in Weld- 
wood’s big national advertising program 
that supports Weldwood Panel Parade 


WOOD PANELING 


Adhesives * Wood Finishes 


Doors « 


PRODUCTS OF UNITED STATES PLYWOOD CORPORATION 


114 branch show 


1 States and Canada 


dealers from coast to coast. It’s 
finished, pre-packaged, and pre-sold to 
help you sell—at a margin that dwarfs 


low-priced, low markup wall materials. 


pre- 


HERE'S YOUR PROFIT OPPORTUNITY 


United States Plywood Corporation Al-8-18-58 


Street, New York 36, N. Y. 


55 West 44th 
‘ Spay Af ges a Weldwood 





